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Rough Proofs 


The modest penguin, after having 
avoided publicity for years, is at last 
forced to accept the advertising spot- 
light in three campaigns at once. 


i a 


You really couldn’t blame a pen- 
guin for deciding that Morton Salt 
was right when it said, “It never 
rains but it pours.” 
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The Railway Express Agency has 
decided to spend $250,000 for adver- 
tising. That’s putting the old ex- 
pression into expressing. 


7, 3 F 


The workers at Kenosha who 
started a strike just as the new Nash 
advertising campaign broke at least 
knew when the psychological mo- 
ment had arrived. 


vgv¥eegy 


A new population count in 1934 is 
urged by the bureau of the census. 
Perhaps it will reveal the where- 
abouts of a disappearing tribe known 
as Republicans. 


7, F F 


Shell claims quick starts and more 
mileage, and to prove it points elo- 
quently to the figures, which show 
Shell running 25 per cent ahead of 
the industry in sales. 
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Shell is going to instruct station 
employes in the use of a uniform 
greeting. What’s the matter with, 
“When we put Shell in, you’ll gladly 
shell out’? 
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Secretary Wallace threatens that 
if Chicago doesn’t approve his farm 
relief plans, it will become just an 
ash-heap. But that’s no way, sec, to 
get 3,000,000 consumers to eating 
more bread and pork chops. 
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“The fisherman,” says a commer- 
cial fishing authority, “doesn’t know 
when he sets his nets what he will 
eatch that day.” 

While the amateur is sure only of 
fisherman’s luck. 
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“We are facing strong competition 
from tomato juice, pineapple juice, 
beer and hard liquor,” says Mr. Geis- 
singer of Sunkist orange fame. With 
repeal it will be even stronger. 
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Only the clam, neglected in this 
review of citrus competition, will 
suffer silently, weeping into its own 
juices. 
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Squibb’s new electric spectacular 
in Times Square performs a neat 
sunrise every sixty seconds. That 
should qualify as a real novelty on 
Broadway. 
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Gen. Johnson has assured the 
press that it will not be licensed 
under the NRA. That seems to make 
it unanimous. 
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If the California walnut growers 
succeed in making the public wary 
of spoon foods, as advertised, per- 
haps everybody will ultimately 
choose to chew. 
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The Chicago world’s fair will re- 
open June 1, 1934, but Sally Rand 
and the rest of the fan dancers will 
not be asked for an encore. 


Copy Cur. 
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ADVERTISED IK 
ONLY 20 STATES 


Post Office Allows Publica- 
tions to Change Copy 


New York, Nov. 15.—In a bulletin 
to members sent out’ yesterday, 
George C. Lucas, executive secretary, 
National Publishers Association, re- 


ported that 21 states and the District 


of Columbia forbid “advertising” or 
“advertising and soliciting of orders” 
for liquor; six states prohibit the so- 
liciting of orders but make no men- 
tion of advertising; and 20 states 
have no laws prohibiting either ad- 
vertising or soliciting of orders for 
liquor. 

The tabulation, supplied by the 
Post Office Department from infor- 
mation gathered from state attorney 
generals, does not include New Jer- 
sey, which, however, is believed to 
fall in the last group. 

States which definitely forbid ad- 
vertising or solicitation of orders are 
Alabama, Florida, Georgia, Idaho, 
Maine, Maryland, Michigan, Missis- 
sippi, Missouri, Montana, Nebraska, 
North Carolina, North Dakota, Ohio, 


Oklahoma, South Carolina, South Da- 


kota, Texas, Utah, Virginia, West 
Virginia, and the District of Colum- 
bia. 

States which prohibit soliciting of 
orders but say nothing about adver- 


tising are Arkansas, Kansas, Minne- |, 


sota, New Hampshire, Tennessee and 
Vermont. 


Situation Changing 


In all of the other states there are 
no general state-wide restrictions, al- 
though the local option policy used 
in some of them may operate to close 
certain portions to advertising. 

The situation may be changed con- 
siderably before sale of liquor is 
legal, however, as several states are 
making hurried efforts to change 
their status. 

There is considerable difference of 
legal opinion on‘ the meaning of the 
Reed amendment governing adver- 
tising in dry states, Mr. Lucas’ re- 

(Continued on Page 23) 


Allyn Meclntire Elected to 
Head National Advertis- 
ers’ Group 


Washington, D. C., Nov. 16.—Allyn 
B. McIntire, vice-president of the 
Pepperell Manufacturing Company, 
Boston, was elected president of the 
Association of National Advertisers 
at the 24th annual convention which 
closed here yesterday. He succeeds 
Stuart Peabody, the Borden Com- 
pany, New York, who becomes chair- 
man of the board. 

Turner Jones, vice-president, Coca 
Cola Company, Atlanta, was chosen 
first vice-president; Ralph Rogan, 
advertising manager, Procter & Gam- 
ble Company, Cincinnati, second vice- 


-| president; W. B. Geissinger, adver- 


manager, California Fruit 

Exchange, Los Angeles, 
vice-president. 
1 B. West continues as secre- 
taryj}and managing director; G. S. 
MeMillan and A. W. Lehman, as as- 
sistant managing directors. 

Directors reelected are Lee H. 
Bristol, vice-president, Bristol-Myers 
Company; A. T. Preyer, vice-presi- 
dent, Vick Chemical Company; and 
Allan Brown, advertising manager, 
Bakelite Corporation. 

New directors are Ken R. Dyke, 
advertising manager, Colgate-Palm- 
olive-Peet Company, and Mr. Pea- 
body. 

Monday’s sessions were open only 
to members, who voted to keep the 
proceedings confidential. 


More Meetings Urged 


Mr. McIntire presided at the morn- 
ing session, relinquishing the gavel 
in the afternoon to William A. Hart, 
E. I. du Pont de Nemours & Co. 

In his annual report Mr. Peabody 
urged that members arrange sec- 
tional meetings at more frequent in- 
tervals, and pointed out the respon- 
sibilities, particularly heavy at this 
time, which members must discharge 
as leaders of business thought and 
organized advertising interests. 


Tugwell Bill Chief Topic 
at A.N.A. Annual Meeting 


A.N.A. to Be Consulted 
On Provisions of 


Tugwell Bill 


Washington, D. C., Nov. 15. 
—Dr. Wm. Sirovich, member 
of the national house of repre- 
sentatives from New York, ap- 
peared unexpectedly before the 
convention of the Association 
of National Advertisers here 
today to defend the Tugwell 
bill, not as it stands now but 
in the form it will have when 
national advertisers have pre- 
sented their views to the 
house committee in charge, of 
which he is chairman. 

Representative Sirovich 
promised the ultimate draft of 
the bill would not handicap or 
inconvenience advertisers in 
any way and gave assurance 
that the administration is fully 
aware of the importance of ad- 
vertising in the recovery pro- 
gram. 

“What we want to do,” he 
said, “is to eliminate a very 
small percentage of the total 
volume of advertising which is 
poisoning consumers’ minds 
against all advertising. 

“But rest assured that we 
will do nothing unless it meets 
with the approval of a major- 
ity of the members of this as- 
sociation.” 

Hearings on the bill will start 
Jan. 5, and Representative 
Sirovich requested the presi- 
dent of the A. N. A. to supply 
him before that time with the 
names of all organizations and 
individuals whose recommenda- 
tions the association wished 
to have considered. 


“CHAMBER OF 
HORRORS” FILM 
STIRS PROTEST 


Maybelline Spends'$50,000 
fo Repair Damage 


Chicago, Nov. 16.—The Maybelline 
Company, maker of Maybelline, a 
mascara for darkening the eyebrows, 
has spent $50,000 in two weeks in an 
effort to repair damage to its busi- 
ness following the appearance of Pro- 
fessor Rexford G. Tugwell, assistant 
Secretary of Agriculture, on a weekly 
news-reel, with a “chamber of adver- 
tising horrors.” The professor’s ap- 
pearance was in Paramount news 
release No. 23. 

Professor Tugwell presented photo- 
graphs of women who have been 
blinded by the use of “eyelash dyes,” 
as well as death certificates of many 
persons who testified that they had 
been “cured” by diabetes remedies. 

Maybelline Company wired a pro- 
test to both the assistant Secretary 
of Agriculture and the President of 
the United States over the former’s 
blanket condemnation of eyelash 
beautifiers. The Professor replied 
that in a great movement such as 
that sponsored by him, some inno- 
cent manufacturers will inevitably 
suffer. 


Stresses Safety 


Maybelline’s reply was to launch 
new advertising in newspapers em- 
phasizing the safety of its product. 
At the same time, the agency in 
charge, Phelps-Engel-Phelps, Inc., 


Following Mr. West’s annual state- 
ment, special reports were submitted 
by Bernard Lichtenberg, chairman 
of the legislative committee, and Al- 


(Continued on Page 24) 


general manager of Pontiac Motor 


He was 54 years old, and came 


ager in September, has been elected 


R. J. Reynolds 


will represent the company. 


Last Minute News Flashes 


Klinger, Gilpin Advanced by Pontiac 
Pontiac, Mich., Nov. 17.—Harry J. Klinger, who was recently appointed 


Company, has been made president 


and general manager, succeeding W. S. Knudsen, who is now executive 
vice-president of General Motors. A. 
sales manager of Pontiac, has been named vice-president as well. 


Louis A. Safford Dies After Year’s Illness 
Detroit, Mich., Nov. 17.—Louis Albert Safford, vice-president and ad- 
vertising manager, McQuay Norris Piston Ring Company, St. Louis, died 
at the home of a sister here yesterday after a year’s illness. 


W. L. Gilpin, recently made general 


here a month ago for medical care. 


Tea Garden Account to J. W. Thompson 
San Francisco, Cal., Nov. 17.—Advertising of Tea Garden Products 
Company, packer of jellies, preserves, mince meat and other food prod- 
ucts, with plants here and in Portland and Seattle, has been placed with 
the local office of J. Walter Thompson Company. J 
A. E. Philips, for ten years vice-president in charge of sales of Welch 
Grape Juice Company, who joined Tea Garden Products as sales man- 


vice-president of the company. 


Joins A. N. A. 


New York, Nov. 17.—R. J. Reynolds Tobacco Company, Winston-Salem, 
N. C., has been elected to membership in the Association of National 
Advertisers. S. Clay Williams, president, and C. W. Harris, vice-president, 


dispatched letters to newspapers ask- 
ing them to discriminate between 
mascara and aniline dyes in using 
any publicity sent them by Professor 
Tugwell. This request was accom- 
panied by the analysis of a well 
known laboratory, certifying that 
Maybelline “contains no poisonous or 
irritating substances and to be en- 
tirely harmless when used as di- 
rected.” ; 

Given this specific instance of the 
possible damage to be wrought by 
the Tugwell bill, newsnerer pubiisi- 
ers throughout the country assured 
the Maybelline Company of their co- 
operation. Man who had been in- 
different to the Tugwell bill ran edi- 
torials pointing out its dangers. 

The Maybelline Company ran 240- 
line copy in every Sunday newspaper 
in the United States Nov. 5, explain- 
ing that “Maybelline is harmless—it 
is not a dye, but an absolutely pure, 
perfectly harmless mascara.” 


Campaign to Continue 


Beginning Dec. 3, every Sunday 
newspaper in cities of 200,000 and 
over will carry a reverse plate occu- 
pying smaller space, emphasizing the 
safety of Maybelline. This cam- 
paign will run every Sunday for an 
indefinite period. 

Sixty-two radio stations will carry 
13 spot announcements to the same 
effect, while the company’s regular 
copy in February magazines will be 
headed, “For Absolute Safety.” 

While Maybelline has been forced 
to spend far more than its regular 
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ADVERTISING AGE 


November 18, 1933 


appropriation in counteracting the 


effect of the Tugwell attack on 
advertising through the  news- 
reel, the silver lining, from _ its 


viewpoint, is the possibility of ex- 
panding its share of the total busi- 
ness. 

Heretofore, Maybelline has done 
about 40 per cent of the business in 
mascara eyelash and eyebrow beau- 
tifiers. Its prompt counter-attack, 
emphasizing the safety of Maybel- 
line, may swing over to Maybelline 
many women who have used com- 
petitive products. On the other hand, 


some who saw the Tugwell diatribe | 
re- | 
nounce beautifiers of this nature for) 


in their favorite theaters may 


WOULD INCLUDE 


‘TUGWELL BILL’ 
IN FOOD CODES 


AAA Urging Inclusion of 


Advertising Provisions 


Washington, D. C., Nov. 16.—The 


all time, in spite of the Maybelline | agricultural adjustment administra 


advertising. 
Norman J. Phelps, president 
Phelps-Engel-Phelps, Inc., said that 


tion is bringing pressure on indus- 
of| trial groups whose codes are before 


it for consideration to endorse the 


regardless of the outcome, in his | Tugwell amendments to the food and 
opinion, testimonial advertising has|drugs act as a prerequisite to ap- 
been dealt a blow from which it may | proval of their codes. 


never recover. 


“To know what I'm talking about.” 9) ynimpeachable authority that this 


| proposal has been made to a number 


he commented, “you must see the 
Tugwell news reel.” 


Outdoor Audit Begun 


The Outdoor Advertising Associa- 
tion of Illinois has begun a series of 
district meetings as a means of start- 
ing the first statewide audit of 
poster advertising circulation. 


Appoint James Ward 

James A. Ward, Chicago, has been 
named western advertising repre- 
sentative of the Beauty Publications, 
Chicago, comprising Screen Beauty 
Secrets, Diet, and Screen Vanities. 


Schickel in New Post 


E. J. Schickel, formerly with John 
J. Lawler & Associates, Milwaukee, 
has joined Klau-Van Pietersom-Dun- 
lap Associates, Milwaukee, as ac- 
count executive. 


Higgins in New Post 


Theis & Simpson Company, news- 
paper representative, has opened a 
Detroit office, which will be man- 
aged by James J. Higgins. 


ADVERTISING AGE has been advised 


of groups which have been seeking 
approval of the trade practice agree- 


|ments under which they propose to 
|}operate. The AAA is especially anx- 


ious to incorporate into the code the 
Tugwell provisions affecting adver- 
tising. 

In most instances the suggestion 
has not been accepted, because many 
of the manufacturers operating un- 
der the AAA do not believe that the 
amendments are desirable, and be- 
cause they do not care to tie their 
hands in the discussion of the bill in 
congress. 

The AAA, which is a part of the 
Department of Agriculture set-up, 
looks with so much favor on the 
changes in the food and drugs law 
drafted by Prof. Rexwell G. Tugwell, 
assistant Secretary of Agriculture, 
that it is using this method of in- 
suring action in behalf of the Tug- 
well measure. 


Would Use “Endorsements” 


It is proposed, according to infor- 
mation in the hands of ADVERTISING 


TWO EFFECTIVE FACTORS 


Granted that the copy is satis- 

factory, two effective factors 
in making any advertisement pay 
are the right media and the cost 
of the space. Even though the 
copy should be perfect, the ulti- 
mate sales results will not be 
profitable if the media are wrong 
and the rates are out of line. 


Maybe that sounds fundamental. 
However, these are times when 
you must get down to fundamentals 
—the days when you must make 
every red cent invested in adver- 
tising bring a return upon said 
investment. If you are an ad man 
whose thinking has taken this 
logical tack, consider Physical Cul- 
ture, the Personal Problem Maga- 
zine. Here is a publication with 
exactly the “right ad-atmosphere” 
and a rate most economical. 


Your copy is assured the “right 
ad-atmosphere” in Physical Culture 
Magazine for i* is read from cover 
to cover every month by more 
than a quarter of a million fami- 
lies who are problem-minded and 
who are seeking authoritative ad- 
viee for their problems. These 
problems concern the thousand 
and one complexities of family life 
such as child care, health, feminine 
hygiene, proper preparation of 
food, care of the teeth, et al. 


The solution of these personal 
problems are paramount to these 
more than a quarter of a million 
family readers of Physical Cul- 
ture. If they were not, these peo- 
ple would not regularly buy and 


read Physical Culture because to- 
day it is nationally known and 
accepted as the Personal Problem 
Magazine. Its editorial content is 
built entirely upon them. These 
more than a quarter of a million 
families turn to Physical Culture 
not for entertainment but to get 
authentic advice from its pages on 
how to satisfy particular problems 
and to satisfy particular needs. 


Consequently, these Physical 
Culture families are actually in the 
buying frame of mind when they 
are consulting its contents, and 
your copy automatically gets the 
“right ad-atmosphere” for making 
a sale on the spot. 


The cost of your copy to make 
that sale is very, very low. Since 
July, the newsstand circulation of 
Physical Culture has been climbing 
way up. From present indications, 
it will continue upward. There 
has been no increase in rates. 
You still have the opportunity of 
buying on the rising and profitable 
Physical Culture market. Final 
forms for February Issue close 
November 25th. 
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AN ADVERTISEMENT FOR PHYSICAL CULTURE, THE PERSONAL PROBLEM MAGAZINE 
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QUICK PICTURE OF THE LIQUOR SITUATION 


STATES WITH LAWS PROWIBITING LIQUOR 

(<:qwon CaNnoT B46 $010) 

STATED WITH GOTH CONSTITUTIONAL AMD STATUTORY PROMOTION 
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STATES IN WHICH LIQUOR CAN OR CANNOT BE SOLD AFTER REPEAL 
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This map, reprinted from "United States Daily," gives the situation 
with regard to sale of liquor in each state at a glance. 


ances of the Tugwell bill as possible, 
in the form of code endorsement. 
This would enable Secretary Wallace, 
Assistant Secretary Tugwell and oth- 
ers sponsoring the measure to go 
before congressional committees and 
point out that the bill has the en- 
dorsement of the manufacturing 
groups directly affected. 

In the event that the bill fails of 
enactment, the AAA would still be 
able to achieve its objectives by en- 
forcing the provisions of the meas- 
ure through the operation of the 
codes. In other words, no matter 
what happened, the industry groups 
would still be compelled to follow 
the ideas that have been presented 
by the agricultural administration. 

There are about 500 codes before 
the AAA at present, and not one has 
yet been approved. In many cases 
the codes contain desirable features. 
which the industries affected are 
anxious to put into practice, and for 
that reason the AAA has a trading 
basis on which to approach them 


-| with reference to the Tugwell bill. 


Some May Accept Scheme 


Some of the groups which must 
operate under AAA are not seriously 
affected by the proposed amendments 
and are expected to fall in line with 
the suggestions of the administra- 
tion, hoping as a result to get more 
favorable treatment in the drafting 
of their codes than would otherwise 
be accorded them. 

This is the type of practical poli- 
tics with which advertisers in the 
food and drugs industry are con- 
fronted, and in view of the methods 
being employed, which demonstrate 
the determination of the agricultural 
group to impose the Tugwell bill 
upon them, it is evident that the 
advertising and publishing interests 
will have to be prepared to make a 
real battle if they hope to prevent 
the bill from being enacted into law. 


AGE, to om as many industry accept- | New Plymouth 


First AAA Code 


Washington, D. C., Nov. 16.—The 
first code of fair competition for any 
industry coming under the _ super- 
vision of the agricultural adjustment 
administration was signed by Presi- 
dent Roosevelt Monday. 

The code covers the imported date 
packing industry, one of its principal 
provisions being the prohibition of 
“destructive price cutting.” 


White Joins Visomatic 


Major J. Andrew White, former 
president of the Columbia Broadcast- 
ing Company, has joined the staff of 
Visomatic Systems, Inc., New York, 
producer and distributor of visual- 
sound productions. 

He has been identified with radio 
broadcasting for 20 years, starting 
with the Marconi Wireless Telegraph 
Company, reporting famous sports 
and other events, joining Columbia 
in 1927 and retiring from its presi- 
dency in 1930. 


Is Made President 


Mrs. Jo Sandvall, director of the 
Advertising Club of Portland, Ore., 
has been elected president of the 
American Engraving Company, Port- 
land, which has taken over the plant 


of the Portland Engraving Company. 


Copy Hints at 
Higher Prices 


Detroit, Mich., Nov. 16.—With 
automobile prospects gradually fall- 
ing into the “wait-and-see” attitude 
that always accompanies the period 
just before introduction of new 
models, Plymouth Motor Corporation 
next week will fire a heavy-schedule 
newspaper barrage, built around the 
theme of rising prices, in a final 
effort to move all present models into 
consumers’ hands before the start of 
the 1934 campaign. 

Although copy will contain no di- 
rect statement that next year’s Ply- 
mouths will cost more, that is the 
unmistakable inference of the head- 
line question, “Will Automobile 
Prices Really Go Up, Pop?” which a 
youngster asks his father, who re- 
plies, ‘“That’s why I bought our new 
Plymouth Now, Sonny!” 

“Butter — Eggs — Shirts — Shoes. 
They’re all on the up. Will motor 
ear prices rise, too?” copy inquires. 

“Figure it out for yourself,” is the 
answer. “Everything that goes into 
a car costs more today than it did 
a few months ago. Steel, for exam- 
ple. And ore. And glass. All are 
higher in price. 

“But these increased costs are not 
yet reflected in Plymouth’s price to 
you.” 

The Detroit office of J. Stirling 
Getchell, Inc., is in charge. 


Oil Burner Industry 


Seen as Mass Seller 


The oil burner industry, which is 
entering upon its second decade, ap- 
pears to be moving into an era of 
greater stability and mass market- 
ing, Morgan J. Hammers, president 
of the American Oil Burner Associa- 
tion and chairman of the Oil Burner 
Code Authority, says in a statement 
contained within a prospectus out- 
lining plans for the 11th annual oil 
burner show at Philadelphia, March 
5 to 9. 

“Our reason for believing the in- 
dustry is to experience new high pro- 
duction and sales figures is general 
recovery backed by the fact that 
automatic oil heating now has close 
to a million converts,” he said. 


Flako Returns to 
Charchill-Hall, Inc. 


Flako Products Corporation, New 
Brunswick, N. J., Flako pie crust, 
Quiko for biscuits, Minit cake mix- 
ture and Cuplets, has re-appointed 
Churchill-Hall, Inc., New York. 

The agency serviced the account 
from 1927 to February, 1933. 


Give Free Luncheon 


In order to further good fellow- 
ship in the Portland, Ore., Adver- 
tising Club, the tenth person to 
shake hands with someone secretly 
appointed “it” at each meeting gets 
a free luncheon. 


Start “Tower Radio” 


Tower Magazines have announced 
publication of Tower Radio under 
the editorial direction of Hugh Weir. 
It will circulate through Woolworth 
stores and newsstands. 


ACHIEVEMENTS 
OF INSURANCE 
ARE GLORIFIED 


New York, Nov. 16.—In a maga- 
zine and newspaper campaign just 
starting and to run to the middle of 
1934, the Provident Mutual Life In. 
surance Company of Philadelphia 
has undertaken to do an “associa- 
tion” job of extolling the achieve. . 
ments and virtues of life insurance, , 
unselfishly asking the reader to buy 
life insurance, whether Provident or 
of some other company. 

The magazine copy is scheduled to 
feature the institutional advertising | 
on behalf of life insurance. In news- 
papers, the major objective is direct 
selling of Provident policies. | 

Magazines employed are Time, Lit- | 
erary Digest, Popular Science | 
Monthly and American Magazine, 
For direct selling messages, about 60 
newspapers in selected territories 
will be employed. The campaign will 
tell of the remarkable record made 
by insurance companies during the 
depression. 1 

The first piece of Provident’s in- 
stitutional copy appeared in Time in 
October and is now coming out in 
Popular Science and American Maga- © 
zine. Its caption is “The Four Black 
Years that put the world in the red 
revealed the soundness of Life Insur- . 
ance.” It goes on to say: 


A Magnificent Record 


“No need to paint a picture of 
those black years. No one wants to, — 
either! But, like a brilliant star 
shining through the storm clouds of 
that period, the record of life insur- , 
ance stands out in bold, magnificent 
relief. 

“From the sharp break in 1929, 
which marked the beginning of the * 
depression, until the present time, 
life insurance has paid death bene- 
fits, matured endowments, annuities 
and kindred claims amounting to 
three and one-half billions of dol- 
lars. 

“During this same period, despite : 
the temporary restrictions imposed 
last spring, life insurance has paid 
to policyholders upwards of four and 
one-half billions of dollars in cash — 
values and loans. 

“Thus, for nearly four years life 
insurance was the sole source of ; 
funds for thousands of families .. . 
life insurance became living insur- 
ance ... life insurance was able to 
pay and did pay the enormous total ~ 
of eight billion dollars to the stricken 
and needy. 

“Moreover, during those years life 
insurance was actually able to place 
two billions of dollars in new invest- | 
ments for policyholders!” 

Marschalk & Pratt, Inc., prepared ‘ 
the campaign. 


New York Notables ‘ 
Join Sales Club 


U. S. Secretary of Commerce Dan- 
iel C. Roper, Bernarr Macfadden, 
Macfadden Publications, Grover 
Whalen, general manager of John 
Wanamaker’s and president of the 
Advertising Club, are among men of 
national prominence elected to mem- 
bership in the Sales Executives 
Club of New York this week. Other 
well-known executives whose candi- 
dacies were accepted are: Clifford L. 
McMillen, Northwestern Mutual Life 
Insurance Company; P. C. Stone, 
Sales Munager of International News 
Photos, Ine.; A. T. Fischer, presi- 
dent, Visual Training Corporation; 
Ralph Trier, president, New York 
Theater Program Corporation; Paul 
Ryan, sales promotion manager, 
Shell Petroleum Corporation; Paul 
R. Eager, associate director, Amos 
Parrish & Co.; Frank R. Goodell, An- 
derson, Davis and Platte; Richard 
Finch, sales manager, Denville Silk 
Company; 

Charles G. Pyle, sales supervisor, 
Hygrade Sylvania Corporation; Ed- 
ward Schwarz, associate director 
Amos Parrish & Co.; J. L. Anderson, 
president, Jawood L. Anderson, Inc.; 
Robert F. Hamilton, sales director, 
the Hamilton Line; Thomas Weir, 
assistant secretary, Manufacturers 
Trust Company, and Herbert W. Ma- 
loney, vice-presidemt, Paul Block and 


- 


Associates. 
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‘S GENERAL ELECTRICS NEW IO-STAR REFRIGERATOR 


- 


luities 
ng to 
if dol- 
re ye gtaoed Annie, that soft-hearted, hard-fisted character of 
os the waterfront, was born in The Saturday Evening Post on 
ur or July 11, 1931. All America came to know and quote and follow 
l cas 

her. For the Post possesses the power to win for its characters 

lif . 

Page THE GENERAL ELECTRIC an army of permanent friends. 
“ee COMPANY , : ‘ 
Lge authorizes us to quote them This power works for advertisers, too. General Electric ran 
ogi as follows: a single announcement of their new refrigerator in The 
i k . o 
rickes ecenit ieuiithe han aiaeen tin Saturday Evening Post of March 11—when all the banks in 
rs life , lieved in the Post. As the principal America were closed. And from all over the country, at the low 
» place channel of our national publicity, . . . 
invest- | it has produced splendid results. point of the depression, came letters, phone calls, wires from 
spared | “But last March we had a new dealers, “Get 10-star refrigerators to us QUICK!” 


revelation of its power. We ran a 
double color page which appeared 
right at the time of the bank mora- 


Buyers await your product when you announce it in the Post, 
the friends of Tugboat Annie, of Mr. Tutt, of Charlie Chan, of 


I torium, and, except for a page in 
Club all the characters the Post brings to life. 


the Ladies’ Home Journal, it was 


a the only national or local announce- 

trover ° ment of the new G. E. 10-Star The Post creates national characters that become known, 
John Refrigerator. J 7 : 

yf the ‘ . liked and remembered, just as the Post creates national 

nen of "Despite the gloom of the depres- : 

mem- — sion, thousands of people all over CHARACTER for products and services that become known, 

utives the nation went to the stores to see Seaved d — 

a our new refrigerator. Wires came presesrec ane purcnasee: 

as from dealers demanding rush ship- 


1 Life | ments. Trade opened up every- 
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The Trend Toward Color in 
Magazine Advertising 


The impressive fact that 40 per 
cent of the expenditures in magazine 
advertising is for color, as devel- 
oped by the Ladies’ Home Journal 
survey reported in this issue of Apb- 
VERTISING AGE, is significant evi- 
dence, if this were needed, that this 
is indeed an age of color. 

Color in products is reflected in 
color in advertising and in the dis- 
play and promotional material em- 
ployed at the point of purchase. 
Color in the package has demanded 
the additional merchandising influ- 
ence of exact reproduction in the ad- 
vertisement which is intended to 
familiarize the consumer with the 
package. And it is for sound mer- 
chandising reasons such as these, 
rather than any esthetic considera- 
tions, that leading magazine adver- 
tisers have tended more and more to 
concentrate their expenditures in the 
form of color. 

The investigators who prepared 
the study referred to credit A Cen- 
tury of Progress with contributing 
something to the vogue for color. 
While we regard the Chicago world’s 
fair design as an effect as much as 
a cause, as far as color is concerned, 
the way in which the designers 
splashed color about with such amaz- 
ing effect, utilizing it so spectacu- 
larly with light as well as with 
paint, made the public color-con- 
scious as perhaps it has never been 
before. 

No discussion of color in advertis- 
ing, and the development of color 
technique by advertising men, would 
be complete without 


credit to those who have contributed 
to the perfection of color photogra- 
phy, color plates and color printing. 
Today’s four-color process printing is 
a marvelous achievement, and _ it 
would be utterly impossible without 
the successful collaboration of all 
three factors. 

The methods now employed in ob- 
taining natural color effects through 


photography, and retaining all of 
their values in the production of 
color plates, represent one of the 


finest developments in the history of 
the graphic arts. And the press de- 
signer and operator have been right 
behind, utilizing color without sacri- 
fice of speed or printing quality in 
any other direction. 

The progress recorded in letter- 
press color printing has been paral- 
leled by equally notable achieve- 
ments in other fields of advertising 
reproduction. The rotogravure, litho- 
graphic and other industries have 
improved their processes to such an 
extent that their products, in color, 
command the unqualified admiration 
of both advertisers and readers. 

The development of color in ad- 
vertising, we believe, will continue. 
Advertisers are thinking more in 
terms of product design in relation- 
ship to merchandising, and this 
means that drab and unattractive 
goods will less frequently be thrust 
upon the public. And if merchan- 
dise is to be brilliant and interesting, 
the advertising which promotes de- 
mand for it will have to be equally 
impressive. That calls for color, and 


giving due) lots of it. 


Trade Mark Complications in the 
Liquor Field 


The problems involved in the re-| 


juvenation of an industry which has 
been at least comatose for the past 
fifteen years, meaning the manufac- 
ture and distribution of alcoholic 
beverages, are perhaps unique in the 
history of this country’s business. 

When, if ever, has the owner of a 
trade mark, for which good will has 
been built up through several gener- 
ations, been compelled by law to dis- 
continue its use, and then, fifteen 
years later, permitted to resume its 
active employment? And what, if 
anything, happened to its status in 
the meantime? Most people think 
that the rights of the original owner 
remain in full effect, as a matter of 
equity; but the question has never 
been decided in any court. 

Then, on the other hand, is the 
question of the right of an invader 


to preempt the name through the de- 
vice of including it in the title of a 
corporation formed to manufacture 
the same type of product as that for 
which the brand was originally em- 
ployed. This, too, would seem to be 
beyond the legal pale, and yet there 
seems to be no method by means of 
which this particular type of piracy 
can be prevented. 

The sudden return to life of hun- 
dreds of valuable trade marks, with 
the necessity for the re-establish- 
ment of active manufacture and dis- 
tribution, as a means of giving them 
effect and reality under the new 
regime, will develop a great many 
unusual and interesting problems, 
and it is likely that their solution 
will be suggestive to advertisers in 
many other fields as well. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 535. A Proprietary Medicine 

Survey of Arkansas. 

A thorough study of the distribu- 
tion and sales standing of 23 classi- 
fications of proprietary medicines, as 
revealed by a personal investigation 
among druggists in Arkansas. Also 
contains an analysis of wholesale 
purchases by Arkansas druggists. 
Published by Arkansas Dailies, Inc. 


No. 537. Peoria Star Route List. 

A route list of wholesale and retail 
grocers, druggists, meat markets and 
hardware stores in Peoria, Ill. Also 
contains chain store and voluntary 
chain store buyers. Published by 
Peoria Star. 


No. 538. Without These People the 

Town Could Not Function. 

An unusually interesting and at- 
tractive report of a study of the type 
of readers of National Geographic 
Magazine in Montclair, N. J. Attrac- 
tively presented in pictorial form 
accompanied by brief explanations, 
the volume contains a great deal of 
information about the publication's 
readers. It also contains a_ break- 
down of the percentage who bought 
automobiles, oil burners, etc., during 
the depression, and an analysis of 
subscribers’ reading habits. 


No. 539. Charts Showing Consumer 
Preference for Various Products. 
These charts, prepared by station 

WLW, Cincinnati, show consumer 
preferences for various types of ad- 
vertised merchandise, such as coffee, 
cigarettes, automobiles, etc. Because 
of their confidential nature, they are 
supplied upon request of major 
executives only. Only charts dealing 
with the inquirer’s own industry are 
supplied. 


No. 540. 
Facts. 
A complete outline of the circula- 

tion and basic facts about “Florida 

Farm and Grove Newspaper Sec- 

tion.” which is distributed as section 

2 with 38 papers in agricultural cen- 

ters in Florida. Also contains much 

information on the Florida agricul- 
tural market. 


Florida Farm and Grove 


No. 541. 
Sheets. 
A pocket size booklet published by 

Fishing which contains comprehen- 
sive information as to the various 
markets within the commercial fish- 
eries industry and other facts of in- 
terest to any one attempting to sell 
to the industry. 


Fishing Industry Data 


No. 542. The National Market and 

Crowell Circulations. 

An extraordinarily complete and 
detailed report of the retail sales, 
purchasing power, and circulation of 
each of the Crowell publications in 
every county in the United States. 
One of the most interesting features 
is the estimated value of retail goods 
actually consumed in each county, a 
figure which frequently varies 
greatly from the census figures for 
retail sales. Another feature is a 
large size county map of the United 
States, colored to show counties of 
best, good, fair and pocr market 
values. 


No. 528. Proof—Advertising Can Be 
Effective in the High Places. 
Results of a study of advertising 

effectiveness, conducted among its 

subscribers by Business Week. The 
book points out how advertising 
makes a sales story stick and how 
it builds preference for the adver- 
tiser’s goods. Particularly valuable 
for the light it throws on so-called 
institutional and other business ad- 
vertising, the effectiveness of which 
cannot be gauged by coupon returns 


or direct sales. 


wow Bre te Tee wails 
OF TOUR PeAnYT BOAsTER” 


"How big is the whistle on your 
son in this effective ony pes 
"Saturday Evening Post." 


~ CARTOONIST FORIRATS AONERTERNS'S ROLE 


—— 


eanut roaster?" asks Herbert John- 
printed by special permission of 


Copyrighted 1933 by Curtis Publishing 


_ Company. 


Vales dé the Adenine 


Disputes Purity’s 
“First” Position 

To the Editor: Your Oct. 21 issue 
contained a statement which is not 
strictly in accordance with the facts, 
and this error I am respectfully call- 
ing to your attention. 

The article headed, 
gram Effects Unique Theater Tie- 
up,” says that the Purity program 
from the stage of the Roxy Theater 
in New York is the first such regu- 
larly scheduled program. 

As a matter of fact, such a theater 
tie-up on @ regular schedule has been 
in effect at WFAA for some six 
months. On March 5, the W. S. Lor- 
ing Advertising Agency began a 
series of programs from the stage of 
the Palace Theater, using the theater 
orchestra and talent. The first broad- 
casts were on Sunday afternoon, im- 
mediately preceding the opening of 
the theater to the public. 

Several weeks later the broadcasts 
were changed to Wednesday night 
and made a part of the regular pro- 
gram of the theater. The program 
was sponsored by the Baker-Moise 
Company in the interest of its prod- 
uct, Vanette hosiery. 

The matter of who is first “in do- 
ing this or that” is in itself inconse- 
quential, but in fairness to the Lor- 
ing agency I call this to your atten- 
tion. 


“Purity Pro- 


MARTIN B. CAMPBELL, 
WFAA, Dallas, Tex. 
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Urges Advertising for 
Next Year’s World’s Fair 


To the Editor: Chicago’s second 
world’s fair, the greatest single 
enterprise undertaken by American 
private industry during the depres- 
sion, has closed until next June. 

The fair was promoted and run for 
four months without an advertising 
department or the use of paid adver- 
tising in newspapers or other adver- 
tising mediums. The attendance was 
close to 23,000,000. The fair closed 
without a deficit excepting to its 
bond holders for approximately 
$5,000,000. 

Alvertising men are asking, is this 
an indictment of advertising? 

How many readers of ADVERTISING 
Ace know that the fair covered an 
area of 435 acres of ground with 
over a half million square feet of ex- 
hibits in its 37 exhibit buildings? 
That the exhibits had a value of 
$35,000,000? 

Why is it that so few people in 
Chicago and nearby cities attended 
the fair? 

Why do so few people, for in- 
stance, know that the Marine Band 
of Washington was in Chicago this 
summer for a series of concerts? 

The management has stated that 
an attendance of 30,000,000 people 
would have enabled the fair to close 
without any deficit and to pay its 
bondholders in full. Advertising men 
are unanimous in their opinion that 
paid advertising would have pro- 


duced an attendance in excess of 
30,000,000. 

Rumors during the early days of 
the exposition of overcrowding, lack 
of hotel facilities and no parking 
space within miles of the fair kept 
thousands from coming to Chicago. 
A small advertising appropriation 
would have remedied this situation 
almost over night. 

Advertising would have doubled 
the attendance for the special days 
and attractions. Advertising would 
have attracted thousands of addi- 
tional visitors to the fair and to the 
numerous other attractions of un- 
usual character within the grounds. 

The fair is to be reopened in 1934. 
Where is the advertising leadership 
that will “sell” the management on 
the opportunity which they have 
through advertising to make next 
year’s fair a greater success than has 
been possible this year? 

Certain it is if the fair manage- 
ment decides not to use paid adver- 
tising next year the exhibitors owe 
it to their exhibits and their invest- 
ments to have a cooperative advertis- 
ing campaign to attract visitors to 
the fair and to their individual ex- 
hibits. C. S. CLARK, 

Executive Secretary, Made in 
America Club, Inc., Chicago. 
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Doesn’t Want to 


Miss An Issue 

To the Editor: Enclosed please 
find one dollar- covering my subscrip- 
tion to ADVERTISING AGE. 

I don’t want to miss one single is- 
sue of this far-reaching publication, 
for in my opinion it covers the adver- 
tising field more thoroughly than any 
other of its kind. 

I feel as though I owe you more 
than the dollar, for the world of good 
I got out of the copies that reached 
my desk convinced me that here is 
an advertising journal that tells all 
of the news and developments so im- 
portant to anybody in the field. 

Congratulations. Keep up the good 
work. 

Frep L. SHANKWEILER, 
Advertising, Allentown, Pa. 


vv¥esgy 


The Dictionary Is 
Still the Last Word 


To the Editor: I read the recent 
discussion in your columns on the 
spelling of “judgment,” and I am 
wondering if you could tell me the 
correct spelling of “lineage,” as I 
continually see it spelled “lineage” 
and also “linage.” As yet I have 
been unable to find a dictionary giv- 
ing the spelling without the middle 
“e”’, and yet one invariably sees 
“linage figures.” 

Also, in your issue of Sept. 9, I 
notice in the article on Johnson & 
Johnson Kalms that they are using 
“sizeable” copy. However, in search- 
ing dictionaries I find only “sizable.” 

Just where does one get authority 
for using “linage” and “sizeable?” 


Lucy SMITH, 
Chicago, Il. 
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Corn & 
Hogs. 


875.000.0000 
for Iowa 


A STAFF reporter sprinted 


through the corridors of a Wash- 
ington building a fortnight ago to 
telegraph The Des Moines Register 
and Tribune the scoop-of-the-year 
in Iowa: News that U. S. payment 
of benefits for corn and hog con- 
trol would bring $75,000,000 in 
cash to Iowa farmers, much of it ere 
Christmas. Manhattan knew these 
payments to Agriculture were but 
tinder to rekindle the fires in the 
furnace of national industry. 


Conception of the magnitude of 
this news was not slow in dawning 
on townspeople—and merchants !— 
in the Hawkeye state. It was as if 
a flesh and blood uncle (instead of 
a figurative Uncle Sam) had left 
a modest but substantial legacy in 
eash to each of Iowa's 210,000 
farmers. The Register and Tribune 
was first to bring this vital news.* 


a 


Ding’s Famous Towa Farmer 


This influx of Uncle Sam’s gold 
made of every Iowan an immediate 
prospect for almost every variety 
of merchandise. Iowans began to 
shop. (lowa gets the lion’s share 
of the corn and hog payments; 
every Iowan shares directly or in- 
directly in this spending power; 
and every advertiser in The Des 
Moines Register and Tribune will 
share in the inevitable wave of 
buying.) 


Thus did Washington prime the 
pump of American industry by 
pouring cash into the corn belt. 
But Iowa’s $75,000,000 is only a 
drop in the bucket to the aug- 
mented income and spending power 
it is aimed to create through higher 
prices . Alert Register and 
Tribune advertisers will meet this 
anew spending power before it starts 
to town. 


*The Register and Tribune’s own 
Washington bureau reported the de- 
tails of the corn-hog program so 
much ahead of all ether news sources, 
the dispatches were wired back to 
Washington immediately by packers 
to inform their lobbyists what the 
agricultural department had decided. 


The Register and 
Tribune 1933 
ecireulation . . 
exceeds 1929 


238,331 Daily—211,038 Sunday 
A. B.C. 


:| pleaded for ‘more faith in the world, 


JOHNSON SPEECH 
FEATURES 10TH 
DISTRICT MEET 


Reveals How Advertising 
Helped NRA 


Ft. Worth, Tex., Nov. 15.—Tribute 
was paid advertising by General 
Hugh S. Johnson, national recovery 
administrator, while other speakers 
outlined the social responsibility of 
the advertising profession in the new 
deal at the annual two-day conven- 
tion of the Tenth District, Advertis- 
ing Federation of America, held here 
Friday and Saturday. 

“Without the aid of the advertis- 
ing fraternity,” said General John- 
son, “we could never have had the 
almost unanimous response of the 
nation as a whole to the recovery 
program. With this aid, the country 
is now moving as one person in its 
effort to overcome the difficulties of 
the past two years. Resistance cen- 
ters on one per cent of the popula- 
tion, part of which can be considered 
as chiseling, the other part as pure, 
innate cussedness. 

“The enthusiasm displayed in the 
sections where I expected to find the 
greatest resistance, such as Iowa, has 
been astounding. It was our duty to 
reach every corner of the country 
and each individual to sell him on 
the idea of recovery. 


Advertising Helped 


“At first there was some doubt as 
to the outcome of the attempt, and 
we were accused of ballyhooing. ... 
We may have erred in our methods. 
I do know that we have used adver- 
tising people in every way to help 
correct our mistakes, and without 
their help and suggestions we could 
not have had the unanimous response 
we have had.” 

President Edgar Kobak of the Ad- 
vertising Federation of America 


in ourselves and in the recovery pro- 
gram.” He outlined activities of the 
A.F.A. as an advisor to the national 
administration in the inspection of 
proposed codes of the NRA, espe- 
cially in the matter of elimination of 
clauses prohibiting advertising for 
one year. 

“Advertising needs the help of the 
government in cleaning its own 
house,” Mr. Kobak said. “Accuracy, 
as well as truth, is necessary, and in 
order to obtain it from all copywrit- 
ers, possible legislation may be re- 
quired.” 

“Whither Advertising?” was the 
topic of an inspired talk by Herbert 
C. May, of the Houston printing firm 
by that name. Advertising is ‘on the 
spot” more than ever before, he said. 

“The profession, the industry, and 
the function it performs are under 
fire,” he said. “It is being attacked 
as an economic waste that exploits 
the public. 


Future Called Great 


“TI believe all of us will admit that 
some of the charges are not without 
certain foundation, theoretically, at 
least. But by and large the alleged 
iniquities of advertising are the re- 
sult of ignorance and misunderstand- 
ing and lack of practical experience 
on the part of those who are making 
the charges. 

“Advertising today has the great- 
est future before it of any industry 
or profession. First, we must recog- 
nize that we have a highly produc- 
tive industrial machine standing by 
for want of buyers, and millions of 
buyers standing by for want of work 
to enable them to buy its products. 

“And not until the machine is in 
full production again and the public 
buying in proportion to its output 
will there be opportunity for the 
employe to be engaged at full time 
again furnishing the buying power.” 

Mr. May asked who would provide 
the initial impetus for bringing about 
a resumption of the smooth opera- 


LIFE SIZE DISPLAY 


Reproduced by offset lithography 
in seven colors from an enlarged 
photograph, this floor display for 
Alabama-Georgia Syrup Company 
attracts much attention. The sep- 
arate floor bin is so arranged that 
when merchandise is put in it it 
oot as though it were being 
held in the apron. Recipe folders 

ocket. The dis- 
play is the work of Erie Lithograph- 
ing & Printing Company.  Fitz- 
gerald Advertising Agency handles 

the account. 


go in the apron 


tending credit, economists advocat- 
ing awaiting natural processes, or 
advertising speeding up wants and 
desires. 


“Non-Essentials” Are Essential 


Civilization is so constructed that 
it cannot survive without ‘“non- 
essentials,” Mr. May said. Men must 
be employed in production of more 
luxuries. He attacked the ill-timed 
reversion to “penurious” saving, 
which is a problem advertising men 
must face squarely. 

With many old traditions broken 
and new and scientific methods be- 
coming a requisite in advertising, it 
holds a pivotal position in determin- 
ing the future of American life and 
business, he noted. 

Other speakers at the sessions in- 
cluded Arthur Siegel of Outdoor Ad- 
vertising, Inc., St. Louis, Mo.; John 
H. Payne, business manager, Okla- 
homa City News; Frank E. Shoup, 
Southwestern Bell Telephone Com- 
pany, Dallas; Tom P. Thornton, A. 
Zeese Engraving Company, Dallas; 
J. G. Belcher, station KTRH, Hous- 
ton; H. Wirt Steele, J. J. Skinner 
Advertising Agency, Houston; Frank 
G. Huntress, publisher, San Antonio 
Express; and Amon G. Carter, pub- 
lisher, Ft. Worth Star-Telegram. 


Officers Elected 


William C. Brockhausen, Sunset 
System, San Antonio, was elected 
governor of the district, succeeding 
A. M. Cohen, National Newspaper 
Enterprise, Dallas. Other officers 
elected were: 


First lieutenant governor, Paul J. 
Harmon, advertising manager, Texas 
Electric Service Company, Fort 
Worth; second lieutenant governor, 
Mallory McDonald, special represent- 
ative, Missouri Pacific Lines, Hous- 
ton; secretary-treasurer, Leroy 
Swartzkopf, advertising manager, 
A. B. Frank Company, San Antonio. 

Directors elected include Joe Jur- 
gens, Austin Baking Company, Aus- 
tin; Kenneth E. Sutton, Gulf States 
Utilities Company, and Wesley W. 
Watson, Beaumont Enterprise, Beau- 
mont; Margaret Marable and W. C. 
Grant, Lone Star Gas Company; Mrs. 
Thelma Gaines, W. Lynn Cox Adver- 
tising, and J. Richard Brown, South- 
western Advertising, Dallas. 

Sid Dunken, Magnolia Petroleum 


tion of a complex system: banks ex- 


taining members. Fort Worth is rep- 
resented by Mr. Harmon, Homer 
Belew, Star-Telegram, and E, Cur- 
tiss Taulbee, R. E. Cox Dry Goods 
Company. Houston representatives 
are Mr. McDonald, Ray L. Powers, 
Houston Press, and Fred Wadley, 
Herbert C. May Company. Waco is 
represented by H. M. Fentress, Waco 
News-Tribune, and J. L. Marsh, 
Behrens Drug Company, and Wichita 
Falls by J. H. Allison, Allison Drug 
Store. 

The advertising clubs of Dallas 
and Oklahoma City, which withdrew 
from the Tenth District some years 
ago, were re-admitted to membership. 
Houston was selected as the place of 
the next meeting. 


Extol American 
Leadership in 
Chain Program 


New York, Nov. 17.—When “The 
Voice of America” made its debut 
last night on the Columbia Broad- 
casting System network, Underwood 
Elliott Fisher Company embarked on 
the largest and most diversified ad- 
vertising program in its history. 

The printed advertising starts in 
December in the Saturday Evening 
Post, Collier's, Nation’s Business and 


Time. In addition a group of trade 
papers are_ scheduled, including 
Office Appliances and Business 


Equipment Topics. The Gregg Writer 
and the Wall Street Journal will also 
carry copy. 

Tell of Merger 

In the past three years, during 
which the firm has not been adver- 
tising nationally, there has been a 
gradual consolidation of the Under- 
wood typewriter, the Underwood 
Elliott Fisher accounting machines 
and Underwood Sundstrand adding 
machines under a “single rooftree,” 
following the merging of the compa- 
nies a few years ago. 

Part of the work of the new cam- 
paign will be to acquaint the public 
at large with the single identity of 
the three lines. 

The radio broadcasts will tie up 
with the national administration in 
its policy to bring about complete 
business recovery. To this’ end 
American leadership will be sung, 
dramatized and otherwise presented. 

All phases of the campaign are 
being handled by Marschalk & Pratt, 
Inc. 


Heavy Snow 
Brings Cheer 
to Weed Chain 


Bridgeport, Conn., Nov. 16.—Con- 
siderably cheered by reports of snow 
and cold weather in the middle west, 
American Chain Company this week 
released its initial newspaper adver- 
tising of the season for Weed Chains 
in and around Chicago. 

The eastern campaign will start 
Nov. 28. The opening copy, occupy- 
ing the usual 600 lines, will tell of 
new low prices, after which the 
weather man will be placed at the 
helm, to determine the frequency of 
insertions. 


Wants Rough Weather 


Early and heavy snows are a great 
help to sales of Weed Chains and 
the company has been somewhat cha- 
grined over the mild winters of re- 
cent years. Even February blizzards 
are of little help, since the motorist 
who has struggled along without 
chains to that month usually decides 
to withhold the investment until the 
following fall. 

This year, the prospects seem more 
favorable and a considerable volume 
of advertising has been dispatched 
to newspapers on a “heavy snow” 
basis. The company of necessity has 
to depend on newspapers for timely 
advertising and has never had cause 
for complaint. 

Only two magazines are on the list 
this year, half pages being used. 
Reincke-Ellis-Younggreen & Finn, 


Corporation, Dallas, represents sus- 


F.T.C. ISSUES 
3MORE CHAIN 
STORE STUDIES 


Washington, D. C., Nov. 16.— The 
Federal Trade Commission this week 
released three reports of interest to 
advertisers and marketers. One of 
these reports dealt with the distribu- 
tion of chain stores by states; an- 
other discussed discounts and allow- 
ances in the grocery industry; and 
the third reports a study on prices 
and margins in Cincinnati groceries. 

The report on the distribution of 
chain stores by states, covering the 
years 1913-1928, revealed that “two- 
thirds of all chain stores reported in 
each year of the survey were con- 
centrated in three contiguous and 
populous divisions in the northeast— 
New England, the middle Atlantic, 
and east north central, although 
since 1919 the aggregate proportion 
of stores in this combined area has 
been gradually diminishing.” 

“The striking increase in both 
chains and stores shown for 1928 
over 1913 extends generally to all 


states,” the report says. Only five 
states—New York, Illinois, Ohio, 
Pennsylvania and Masachusetts— 


had as many as ten per cent of all 
the chain stores reported in any one 
year, the five together having ap- 
proximately 50 per cent of all chain 
stores reported during each of the 
years of the survey. 

New Jersey, California, Michigan, 
Indiana and Missouri account for ap- 
proximately 25 per cent of the total 
number of chain stores, the ten 
states named thus having about 75 
per cent of the country’s total. 

On the basis of the number of 
chain stores per 100,000 of popula- 
tion, in 1928 the District of Columbia 
was in first place, New Jersey sec- 
ond, Massachusetts third, and New 
York fourth. 

The study on discounts and allow- 
ances in the grocery field revealed 
that “the average rates of allow- 
ances on total sales of all manufac- 
turers to chain store systems (1.89 
per cent in 1929 and 2.02 per cent in 
1930) were more than twice the rate 
to wholesalers (.87 per cent in 1929 
and .91 per cent in 1930) and almost 
twice those given to cooperative 
chains (one per cent in 1929 and 1.04 
per cent in 1930).” 

“However, of the 457 manufactur- 
ers reporting in 1929 and 464 report- 
ing in 1930, only 253 and 273 re- 
spectively made allowances to chain, 
wholesale or cooperative dealers,” 
this report continues. “Their allow- 
ances to chain store systems in 1929 
amounted to 3.44 per cent on these 
manufacturers’ sales to the chains 
as compared with an average rate 
of 2.68 per cent given on sales to 
wholesale dealers by the same manu- 
facturers, and 2.55 per cent on sales 
to cooperative chains. In 1930, manu- 
facturers reported their allowances 
to chain stores as 3.58 per cent of 
total sales made to these chains, 
while their allowances to whole- 
salers and cooperative chains 
amounted to 2.33 per cent and 2.54 
per cent on sales, respectively.” 

The Cincinnati survey revealed 
that total retail selling prices on 738 
items ranged from $14.12 to $14.36 
among stores in four chains, com- 
pared with $15.27 for independents, 
and $15.21 for independents and co- 
operative chains. Gross margins of 
the chains ranged from 21.32 per 
cent to 22.07 per cent, while the gross 
margin of independents was 26.93 
per cent. 


Dotted Sine Club 


to See Fair Film 

The first New York public showing 
of the advertising film “Golden Years 
of Progress,” exhibited at the Chi- 
cago world’s fair, will be made at the 
next regular monthly meeting of the 
New York Dotted Line Club 
Nov. 27. 

The showing of the picture will 
take place at the studio of Electrical 
Research Products, Inc., Fisk Bldg., 
following a luncheon at _ Betty 


Chicago, handle the account. 


Gould’s restaurant on 57th St. 


No 
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November 18, 1933 


ADVERTISING AGE 


Stability in Publishing 
is Important! 


Maybe it iswt important to you that during the last two 
strenuous years these magazines reduced subscriptions by 
165,000 but increased newsstand sales by some 160,000 copies. 


And maybe it iswt important that the advertising revenue 
of these magazines this December exceeds that of last 


December by more than thirty per cent. 


fhe 


my 
ar 


—hbut it certainly 1s important to you that the stability demon- 


strated by these magazines over twenty-three years of publish- 
ing has won and justified the confidence of such conservative 
and reputable advertisers as the following who found profit 


through our pages during 1933. 


Lux Toilet Soap 

Lux for Fabrecs 

Lux for Dishes 

Lifebuoy Health Soap 

Kotex 

Kleenex 

Listerine Antiseptic 

Listerine Toothpaste 

Lucky Strike Cigarettes 
General Electric Mazda Lamps 
Hinds Honey and Almond Cream 
Life Savers 

Norforms 

Unguentine 

X-Bazin 

Pond’s Facial Creams 
Greyhound Lines 

Midol 

Pabst Blue Ribbon Beer 
Del-a-tone 

Max Factor’s Cosmetics 
Hump Hold-Bobs 

Lady Esther Face Cream 
Murine 

Phantom Red Lipstick 
Sem-pray Cosmetics 

Yeast Foam Tablets 
Marmola 

Maybelline Eyelash Darkener 


Paramount Building 


Eastern Advertising Office 
sor Fifth Avenue 
New York City 


Colgate Dental Cream 
Palmolive Soap 

Seventeen Scented Toiletries 
Woodbury’s Facial Creams 
Woodbury’s Facial Soap 
Beechnut Products 

B. V. D. Swim Suits 

Coty Face Powder 

Ex-Lax 

Ipana Toothpaste 

Sal Hepatica 

Odorono 

Linit 

Bauer & Black Cotton Picker 
Blue-Jay Corn Remover 
Vicks Antiseptic 

Armand Bouquet Powder 
Symphonie Powder 

Dew Deodorant 

Frostilla Lotion 

Ironized Yeast 

Luxor Complexion Powder 
Neet 

Po-Go Rouge & Lipstick 
Tangee Lipstick 

Zip Perfumed Depilatory Cream 
Dr. Scholl’s Zino Pads 
Blondex Shampoo 

Dr. Edwards Olive Tablets 
Golden Glint Shampoo 


Motion Picture Cnit 
(M aoe Picture-Movie Classic) 


Western Advertising Office 
g19 N. Michigan Avenue 
Chicago, Llinois 


New York, N. Y. 


Pepsodent Antiseptic 

Pepsodent Toothpaste 

Junis Facial Cream 

Camel Cigarettes 

Beeman’s Pepsin Gum 

Dentyne Chewing Gum 
Camay Soap 

Ivory Flakes 

Ivory Snow 

Kellogg’s All-Bran 

Kodak Verichrome Film 

Lysol Disinfectant 

Pompeian Beauty Powder 
Anheuser-Busch Budweiser Beer 
Campana’s Italian Balm 
Whiting & Davis Metal Mesh 
Chamberlain’s Lotion 

Eugene Permanent Waves 
Hickory Sanitary Belt 

Paris Garters 

Kalms 

Marchand’s Golden Hair Wash 
Notox 

Princess Pat Cosmetics 

Winx 

Golden Peacock Bleach Cream 
Hexin 

Grove’s Laxative Bromo Quinine 
Hemp Massager 


New England Advertising Office 
194 Boylston Street 


Boston, Mass. 
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ADVERTISING AGE November 18, 1933 


During the first ten months 
of this year these nationally 
famed and locally celebrated 
products have used the Sunday Tribune 
to sell the Chicago market: 


= y RPE es @® GROCERY PRODUCTS 
co ee G byt Calumet Baking Powder Hollywood Pomegranate 
sys 7 Gold Medal Flour Juice 
OE Olt ” @ ag, & Atlas Beer ; Bab-O <> 
SESE OS hed oneml Pabst Blue Ribbon Beer Lux Flakes a 
2 . : gh to Hills Bros. Coffee 7 * 
Rheingold Beer Gapent . ,sMERICAS 


Kellogg Rice Krispies 
Quaker Puffed Rice 
Horlick’s Malted Milk 


Canada Dry 
Hires Root Beer 
Post Toasties 


Borden's Grape-Nuts 
American Family Flakes Rinso 
Wheatena Jell-O 
Kingsbury Beer Silvercup Bread 
Sanka Coffee Tintex 


@ TOILET PREPARATIONS 
Forhan’s Dental Cream Corday 
Kolynos Dental Cream Frederick Permanent 


Squibb’s Dental Cream Wave 
uaa Palmolive Soap 


Johnson & Johnson 


— Razor Vick's Antiseptic 
Helena Rubinstein Vivaudou Products 
Yardley's Admiracion Products 
Lifebuoy Gabrieleen Permanent 
Eugene Permanent Wave Wave 


Elizabeth Arden 


@ AUTOMOTIVE 


Jergens’ Lotion 


Auburn Nash 
Buick Oldsmobile 
Cadillac and LaSalle Packard 
Chevrolet Plymouth 
Continental Pontiac 
—— Studebaker 
seven mons 4 sal Dodge Fisher Body 
; Hudson-Essex Fao mae ening Plugs amester 
kord 00 year ires ‘ 
Gihis Chevrolet Trucks ana phys 
Lincoln International Trucks manne - ey 


@ HOUSEHOLD APPLIANCES 


Frigidaire Petro-Nokol Oil Burner Ye 

General Electric Williams Oil-O-Matic anes” Me “*R 
Refrigerator Burner waa S88 cone” ‘ 

General Electric Minneapolis-Honeywell "ae as 
Oil Burner Regulator = 

Delco Heat Holland Furnace Sy 


@ TOBACCO 


Camels White Owl Cigars 
Van Dyck Cigars 


@ TRANSPORTATION 


t> HY del “Ab” lerk ion 
a ne Champa Speck. Pag 


a 


y CAKE +++ 
EVERYDAY caKe ~ OR PARTY 


y Calumet Cake has Velvety Crumb 


ION , Spork Pugs iz 


AGAIN CHEVROLET LEAD 
THE PARADE OF PROGRES 


Canada Steamship Co. 

Canadian Pacific Steam- 
ship Co. 

Chicago, Duluth & 
Georgian Bay Transit 
Co 


Cunard & Anchor Lines 

Furness Lines 

Grace Line 

Holland-American Line 

Italian Steamship Lines 

Nippon Yusen Kaisha 
Line 


Matrix Shoe 

Gulistan Rugs 

Ovaltine 

Phillips’ Milk of 
Magnesia 

Dr. Scholl's Products 


Yeast Foam Tablets 
Parker Pen 


MISCELLANEOUS 


~~ 
oo 8 


Swedish-American Line 
United Fruit Co. 
United States Lines 
James Boring Tours 
Burlington Tours 
Chicago Northwestern- 
Union Pacific Tours 
Travel Guild 
American Express Travel 
Service 
Great Eastern Stages 
Greyhound Lines 


eoneease: sate pone “women Or ‘ 


Financial World 
Magazine of Wall Street 
Stewart-Warner Radio 
Beech-Nut Gum 

Royal Typewriter 
Warner Bros, 

Peoples G. L. & C. Co. 
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ARDLEY, Hill Bros., Canada Dry, Life- 

buoy, Pond’s, Jell-O, Rinso, Bab-O, 
Ovaltine—these and the other brands shown 
above enjoy wide acceptance and sale in this 
market. 


And identified with the selling program of 
each product is one common factor—adver- 
tising in the Chicago Sunday Tribune. 


@ No other Chicago oe a supplies the comprehensive 


home coverage furnished 
every member 4 the family when t. 


newspaper. 


yy the Sunday Tribune. It reaches 

- es are all at 
and when they have the greatest amount of time. . 
greatest inclination ... to read their preferred Chicago 


' PiSstol 
i (ino-pads 


PPI JELLO 
BEER , See 


- An 
B-!woc PROOUS” BASPBERRY FLAVOR 


Some of these products .. . within the past 
year or so... have elbowed their way up into 
the ranks of best sellers. In the face of busi- 
ness depression and the keenest competitive 
selling, they entered this market and won 
front counter position. 


Others have been household necessities for 
years. They still are. No matter where else the 
advertisers may have cut... they have con- 
tinued to use the Sunday Tribune. 


These successful advertisers came into the 
Chicago market and bought the biggest cir- 
culation available in it. They drove hard for 
sales through the newspaper that reaches the 
most prospects—the able-to-buy, responsive 
market for nationally advertised products. 


They bought the Sunday Tribune because 


through it they reach more women than they 
can reach through any other Chicago news- 
paper. The Sunday Tribune reaches every 
member of the family ... when all are present 
and have ample time to discuss family pur- 


These advertisers pay more per line in the 
‘Sunday Tribune because it pays out more per 


Tribune Tower, Chicago 


@ During the past several years retailers, manufacturers, 
research agencies and the Chicago Tribune have made 53 
home, individual surveys of newspaper reading habits in Chica, 

. and and suburbs. 59,000 calls in all were made. All 53 studtes 
combined show that 78% of the people interviewed read 
the Chicago Sunday Tribune regularly. 


PHILLIPS og 
7 me 7 
ie @ cme, 


mate 


Root Beer 


F American 


FASTEURTED PROCESS CHEESE 
% Pome Ne? ener 


or phone. 


@ On the basis of immediate, cash register results the 
Sunday Tribune during the first ten months of this year 
carried, on an average, twice as much retail advertising 
as appeared in any average issue of any Chicago daily 
newspaper. 


4, 


labeled 9 


crackles m cn 


dollar spent. They spend more in it—for 
black-and-white, color, roto, and comics— 
because they get more back. 


The full story of the potentials of the Sunday 
Tribune is one which every manufacturer 
concerned about sales should have. Ask a 
Tribune representative for it. Write, wire 


Chicago Tribune 


THE WORLD‘S GREATEST NEWSPAPER 
220 E. 42nd St., New York 


MAXIMUM CHOICE OF 
POSITION AND 
PRINTING PROCESS! 

Run-of-paper 


Black and white 
Color 


Rotogravure Section 
Sepia 
Coloroto 
e 
Comics Section 
Black and white 
Color 
* 
Graphic Weekly 


Black and white 
Color 
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“Drug Topics” Changes 
to Tabloid Weekly 


Topics Publishing Company, New 
York, has announced 
Topics, at present a monthly maga- 
zine for retail 
changed over to a weekly news tab- 
loid effective with the Jan. 8, 1934, | 


issue. 


The primary 


the change. 


Pick Redfield-Coupe 


Advertising of Belmont Packing 
& Rubber Philadelphia, | Advertising of the Coil Manufac- | has been sold by D. O. Williams to 
has been placed with Redfield-Coupe, 
Inc., New York. Trade papers and |Coil piston rings, has been placed 


direct mail will be used. 


druggists, 


; need of the retail | Wilbur M. Philpott, who joined the New York office ince going on 
druggist at the present time is for M 
fresh news, Aglar Cook, president of ¢ 
the company, declared in explaining | 


Company, 


Electrotypers Start Boykin and Liller Fawcett Announces 
The Louisville Electrotype Com- 


Join N. W. Ayer & Son Two New Publications 
pany has been organized at 650 5S.) award c. Boykin, formerly with 


ant Oh Ctankeiin taser 3. Gevke | Fawcett Publications, Inc., Minne- 
Seme Cri, SNE ee | Frank Presbrey & Co., and Thomas | apolis, has announced the formation 
is president of the company, Howard 


: : f | A. Edison, *., has i Nev f ¢ ice ‘ 
N. Rice, vice-president, and Loretta | . ae Inc., has joined the New | of a new group of publications, to be 


office of N. W. Ayer & Son,|kKnown as “Romantic Confessions 
| Burke, secretary-treasurer. 


sa Ine. Unit.” It will consist of Romantic 
. | CC. K. Liller has rejoined the com-| Confessions and Romantic Movie 
Philpott Advanced /pany as account executive, also in | Stories. 


Both publications will be printed 
a leave of absence last spring he has |in rotogravure, the first selling for 
|been with the special sales division | ten cents, and the second for fifteen 
'of American Sugar Refining Com-|cents. The first issue of the new unit 
| pany. : will be February, 1934, to go on sale 
—--—-- Jan. 5. 


acfadden Publications when the 
anadian edition of Liberty was es- 
|tablished, has been appointed vice- 
| president of Liberty Publishing Com- 
| pany, Ltd., Toronto. 


| Sells “Inquirer” 


The Galion, Ohio, Daily Inquirer Dawson to Beeson 

Rex Dawson, formerly with Manu- 
Edward Koehl, president of the Ash-|facturer’s Advertising and Ft. Wayne 
land Times-Gazette, H. L. Ricker and} Printing Company, has joined Ster- 


W. V. Goshorn. ling Beeson, Inc., Toledo. 


Coil Company Appoints 


turing Company, St. Louis, maker of 


{with Oakleigh R. French, St. Louis. 


Louisville and its market, Kentuckiana, offer great 
sales potentialities, particularly since this territory can 
be reached and sold at a single low cost through a single 


medium— 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


6,731 MORE WORKERS 
$6,074,652 MORE PAY 


IN LOUISVILLE! 


Che Conrier-Zourwnal. 
THE LOUISVILLE TIMES. 


Major Market Newspapers, Inc. -:- 


PINAL reports in the Louisville N.R. 

A. campaign reveal that 6,731 per- 
sons have been added to Louisville pay- 
rolls within the last few months, increas- 
ing the monthly wages paid in this 
community $506,221 ... more than 
$6,000,000 a year. | 


This additional buying 
power has played an 1m- 
portant part in the busi- 
nessactivities which have 
made Louisville one of 
the outstanding ‘Good 
Business’ spots of the 
nation. 


Audit Bureau of Circulations 


SALES MANAGER 
NOT ECONOMISTS, 
CALLED NRA NEED 


“Pat on Back’’ Is Need of 
the Hour, Stude Says 


Chicago, Nov. 13.—The NRA needs 
a sales manager, asserted Henry 
Stude, president of the American 
Bakers’ Association and chairman of 
the National Bakers Council, in an 


‘laddress before the Chicago Business 


Papers Association today. 

“If Gen. Johnson would exchange 
four economists and two experts for 
one sales manager,” he suggested, 
“his trip through the west would not 
have been necessary. A sales man- 
ager would bring to NRA a different 
point of view, a different spirit, a 
different philosophy. He would con- 
vince them that fear and threats 
never promoted the flow of goods, 
and that a pat on the back is more 
effective than a sock on the jaw.” 

Mr. Stude defended modern adver- 
tising and merchandising methods 
now under attack in Washington. 

“The people have been told,” he 
said, “that the spread between pro- 
ducer and consumer is too great. 
Officials have said that factors con- 
tributing to this spread are high- 
pressure selling, fancy packages, ad- 
vertising and needless service. 


Must We Go Back? 


“If these be the causes, then crack- 
ers must no longer be sold in clean, 
protecting, handy packages, but in 
bulk out of a barrel. We must no 
longer deliver pasteurized milk, in 
sterilized bottles from refrigerated 
trucks. We must go back to the 
milkman who drove up in front of 
the house, rang his bell, and we 
came out with a pitcher. Bacon must 
no longer be sliced and sold in 
convenient half-pound packages in 
transparent wrappers. We must buy 
it in slabs. 

“Tf this be the official attitude, 
where is there room for advertising? 

“This government has spent in the 
past several years probably $400,- 
000,000 or $500,000,000 in an effort to 
help the wheat farmer. Every cent 
of this was directed in some measure 
toward a control of production. One 
per cent of this amount, devoted to 
stimulating consumption, would have 
been infinitely more effective. 

“Production control gives opportu- 
nity to view with alarm. Promotion 
of consumption requires pointing 
with pride. Applied to wheat, we 
might suggest the exchange of four 
production managers for one sales 
manager. 


Changed Attitude Needed 


“Government control implies polit- 
ical control, and politics believes in 
publicity and not advertising. Be- 
cause politics prefers to view with 
alarm, it rarely points with pride. 
Publicity is usually used to view 
with alarm. Advertising is used to 
point with pride. NRA is in jeopardy 
because it has had too much pub- 
licity and not enough advertising.” 

Government control of business, 
Mr. Stude said, will discourage ad- 
vertising. 

“The men in authority, who are 
formulating the policies and plans 
and exercising the control of busi- 
ness,” he said, “are not sales-minded. 
Few know the real meaning of ad- 
vertising. They recall that advertis- 
ing sold Peruvian bonds, and a cure 
for diabetes. 

“Men will not spend money for 
advertising when the flow of goods, 
which advertising seeks to promote, 
is out of their control.” 

Mr. Stude suggested that business 
morale could be restored by the NRA 
if it were to put up the big stick and 
hire a sales manager. 


Shine’s New Work 


Wm. J. Shine, formerly space 
buyer of the Geyer Campany, Day- 
ton, has joined the Columbus Citizen, 
Scripps-Howard publication. 
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2/5 OF MAGAZINE 
APPROPRIATIONS 
SPENT ON COLOR 


‘Ladies’ HomeJournal’’ Makes 
Comprehensive Survey 


Philadelphia, Pa., Nov. 16.—Ap- 
proximately 40 per cent of advertis- 
ing expenditures in magazines in 
1932 were for color, a study just com- 
pleted by the Ladies’ Home Journal 
reveals. The publication has made 
a complete analysis of the value of 
color advertising in magazines. 

Total expenditures in 35 leading 
magazines in 1932 amounted to $99,- 
232,000, and of this $38,676,000, just 
under 40 per cent, was for color. The 
figures for 1933 are expected to be 
equally convincing in showing the 
demand for color on the part of lead- 
ing magazine advertisers. 

Advertisers who spend all of their 
magazine appropriations for color 
space include Old Dutch Cleanser, 
which used $631,000 in 1932; General 
Mills, $590,000; Texaco, $599,512, and 
Bon Ami, $551,615. 

Other advertisers, the bulk of 
whose magazine appropriations go 
for color include Cannon Mills, Min- 
nesota Valley Canning Company 
(Del Maiz), Campbell’s Soup, Sun- 
kist oranges, Swans Down Cake 
Flour, Congoleum, Jell-O and Kraft 
cheese. 

Many G. F. Products 


Among the products bought by 
General Foods Corporation in the 
formation of the company, the La- 
dies’ Home Journal study reports, 
color advertisers were represented 
by Certo, Jell-O, Minute Tapioca, Ba- 
kers’ Coconut, Log Cabin Syrup, 
Maxwell House Coffee, Calumet Bak- 
ing Powder, Swans, Down Cake 
Flour and Baker’s Cocoa and Choco- 
late. 

At the date of their sale to Gen- 
eral Foods, the annual magazine ad- 
vertising appropriations for these 
products had averaged $8,584,000 for 
a five-year period, and 84 per cent 
had been spent for color advertising. 
The inference is drawn that leader- 
ship represented by inclusiqn in the 
General Foods family was brought 
about through this kind of adver- 
tising. 

The presentation lays great stress 
on the contributions of A Century 
of Progress to the interest of the 
public and advertisers in color, since 
the attractiveness of the fair design 
was due to the striking effects 
gained in this way. Exhibitors, it 
is pointed out, used color lavishly 
in promoting attendance at their 
fair exhibits through magazine ad- 
vertising. 

Among the advantages which are 
claimed in exceptional degree for 
color advertising are attention value, 
reproduction of the package, appe- 
tite appeal, seasonableness, showing 
the product in use, suggesting an 
atmosphere of quality, beauty, em- 
phasis of sales points, merchandis- 
ing the value of color and direct 
returns. 

Aids Dealer Work 


Cluett, Peabody & Co. reported that 
dealer window displays built around 
color advertising had increased to 
2,500 per color page used. Hewes & 
Potter reported the opening of 3,000 
new dealer-accounts following color 
advertising for Spur four-in-hand 
ties. Kroger used 233,921 tear-sheets 
of magazine advertisements of prod- 
ucts sold in its chain stores for dis- 
play purposes, and 94 per cent of 
them were color advertisements. 

The National Bellas Hess Company 
reported more than double sales re- 
sults from 25 color pages in its cata- 
logs as compared with one-color 
presentations of similar merchan- 
dise. 

Pattern sales increased from 100 
to 300 per cent as the result of the 
addition of color to magazine pages. 

The Parker Pen Company received 


page offering a free bottle of Quink. 
Knox Gelatin pulled a_ record- 
breaking return of 26,702 coupons 
for a color page in December, 1932, 
featuring holiday recipes. 

The National Carbon Company re- 
ceived 10,000 dimes in response to 
an offer of a picture in colors, repro- 
duced in a magazine color page in 
October, 1933. 

Sears, Roebuck & Co. and Mont- 
gomery Ward & Co., leading mail- 
order houses, and experts in catalog 
production, use 119 and 122 color 
pages, respectively, in their current 
catalogs as the result of proved in- 
creases in sales due to the addition 
of color. Their total catalog distri- 
bution is in excess of 25,000,000 a 
year. 

The introduction of bleed 


pages 


Where 


HERE is where the reader 
turns for entertainment! When 
she is in the mood for diversion! 
You will find her 31% more will- 
ing to read about automobiles, 
travel, cameras, cigarettes, and 
all such items of pleasure—when 
she is reading the stories and 
articles in 


HERE js where the feminine 
mood for home and family is satis- 
fied! When the homemaking in- 
stinct craves ideas and help! It is 
31% easier to get her attention on 
food, furnishings, equipment, gar- 
dening, decorating, child care and 
the family health when she is seek- 
ing these things in 


HERE is where clothes and 
beauty aids lure woman's interest! 
When she is in the mood to plan 
her wardrobe and think about her 
skin, her hands, her hair, her fig- 
ure! You save 31% by placing your 
advertisement where it fits her 
mood in 


52,000 coupons from a magazine color 


McCall’s .. . 


McCall’s . 


in magazines has added advantages 
for color advertisers, since 28.35 per 
cent more space is available for a 
premium of only 10 per cent. Among 
color advertisers using this type of 
advertising are Goodyear Tires, Na- 
tional Cash Register, Firestone, Pep- 
sodent (Junis cream) and Olson Rug. 

Campbell Soup Company reported 
a big sales bulge when its two-color 
advertising was changed to four- 
color about seven years ago. 

The average charge for two-color 
advertising in leading magazines is 
20 per cent of the page rate for black 
and white, and for four colors 40 per 
cent, according to the Ladies’ Home 
Journal survey. 

Dr. Daniel Starch is quoted as say- 
ing that his researches have proved 
that color advertising pulls 53 per 


cent more direct returns than black 
and white. 


Hoefer Joins Reps; 
Close Made Officer 


Charles W. Hoefer has joined the 
Fenger-Hall Company, Ltd., national 
newspaper representative, San Fran- 
cisco. 

George D. Close, manager of the 
Los Angeles office, has been elected 
vice-president of the company. 


Will Build Station 


Having been refused permission to 
build a 50,000 watt station at Carte- 
ret, N. J., by the borough council, 
Station WOR filed a petition submit- 
ting the question to a referendum at 
the recent election, local citizens 
giving their approval to the plan. 


By 


FICTION AND NEWS | 


ADVERTISEMENT SELL MORE? 


CUG/TIVE 
CO/N/ 


Ad AR c 
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Weld, Haskes Named 
to Industrial Board 


L. D. H. Weld, director of research, 
McCann-Erickson, Inc., New York, 
has been appointed one of two indus- 
trial advisors for the NRA in con- 
nection with the code for the whole- 
saie trade. 

Samuel Haskes, Ingram-Richard- 
son Corporation, has been named in- 
dustrial advisor for the porcelain 
breakfast furniture assembling in- 
dustry. 


Start Wewoka Press 

Raymond Fields, publisher of the 
Guthrie, Okla. Leader, has _ pur- 
chased the Wewoka, Okla., Times- 
Democrat, a daily, the Democrat 
Capital, and Wewoka Journal, both 
weeklies. They will be published by 
the Wewoka Press, Inc. 


IT COSTS YOU 31% LESS TO HAVE A READER SEE YOUR PAGE IN THE NEW McCALL’S 


a 


. _ oy ae € Ys if ‘ f : be uae ot . ee ae 
pe ae et ae be . = 
1933 Pe . a 
‘ | ee — is 
- LS Ne ‘ 
pe | : 
Po 
. a oe 
. | 
a | __ 7 
eeds 
eonry . 
ican _ 
n of ‘i 
lL an 7 
— “ 
ness | ———— — , 3 
——= So ———~ - — - =i. a 
—E—————»—yy - i! 
inge —===s 4 
for e o 
sted, " 
not ze 
nan- if 
rent Ba 
7 +: 
4 a 
con- 5 
eats : 
ods, 
lore E 
, ti 
. 
ver- <, 
ods = 
Wa 
, 
he ae ieee ag 
pro- a pee ‘ 
(ible kes Mt ~ i Aa 
oat <— rr RS eal he hes | Re oe sa — 
eat. i —_ TNE ean ; ee ‘ 
ee ot ee ho. 
a si cat a a e 
:on- i i, ta?) a 
See te “ 4 os olga 
_ core ae y Sho:  — 
igh — . y. ; Se ye —_ 
ad- ies ‘an 3 ? i a ae : ~y, ae i 
fee , 2 7 4 j & ony EEE ee oe : 
5 ” & : . 7 re * 
aa 2 me é& *  , omy ee 
: : f- EA Be: ae ee 
eee Pe 0S ge ee a Ra a ae rot — j 
k | wire ne P BT y - ee o , 
iC K- | ean ey G F 2: , tee . > 2 a 
an, | fae S al i ER i, te ne rs . | ao me 
| aes , BS Bits OE a m Eig at » ‘ ee é e 
in eee fe (im ) = “f : 
per cS an - y C23 +t ee a © - 
e wie & F hae oe a fie e y ees ee a4 ‘ 
= y ae ’ _ Be, ae 3 
the me J ‘ a . ¥ Pe gee ce mgt. PS eee = eee PS 
i 4 “e Ot ena ~ ee ae i 
af + ae a. a ClO i on wag ee oe on. * 
: ae fe a : Pi Sins Se: Seek ie tel Ss oe “hy ea ad aan Be 
4 : a 3 welkt sapmbronine ete oe Rigen. , Sv FE ee PRR iy, SO “ i 
‘in v4 Pe = SPEEA BOSS Sey rate WY se 
ee es ¢ mee i tes titactnne weet gehen # ye og Spee a a ae *. 2 
in _ oF ¥ ig te Jes Rhine hasan oe : mand were Moe a! ‘ pi, é 
in het te tae Bh Mk, : 4 . soe and gay we 2 Oi i E i & 
7 caper eran ie gh on 4 ge te eR fei > me ; 
Pre? ae ee Sor Seems 9, Meng ; . neg ed ny 
ied Fe j RE ce te OF tag gS of ts aa ee 
d Sete. sighne * pect. : <n ied ‘ © So i Ss 
“ : Pa oe gh 2 oe g pi wens OF ec . ah SO eS TE 
Be ST gts ipiing ae ay F a ees oF ef Pred ‘ 
— ieee Bea he he M2 Mean cate : eM ee eet be 
° = Pinte CT ea mtg Ss, eae a ed RG 
Seon Rak Pees 8 Sina 4 Ps 
the al a 
od PS; pe nana nansanests meena _ 
¢ ‘ / oS cae Z ‘ se igs oo tS sf si if ee 
n EF Baar ; r SS . A & Pi: ~e | 
} : Peas ; .? Fs Sian ger ar 7 AR E ; 
Pang ao A a seme ‘ : pate eS ‘ & un 
ire en Poa ae f fs <<a. tATE VEGETASE ES ay titan y 2 a ' & 
ne E es : se 2 tg. ; : tae 
a : : si Fs 3 ee 
ee ies < seein 78 3 a 
to ie all Mf bi. Tigre so Bee ’ BE e 
| } OM fe ee So tas et £62 5, A eee eer ee ne 
ive . f an ba ee Sao ST RS oe BS cE een SF aaron? eters mee 
/ sige ay) Se eee a NIN fetch eels gt te i 
C 4 va we ads aoe eo Ania ot RE tae © meet acorns ee ees Py, > bere 
‘eu - ro ner Ae Oe ae Bins sa, ©, me 2 2 fg Os a Mage We ees te 
oF eee 3 Bitte . F Meee Pe Bem I eg ge nghone Lae a Pas oe gna mh, ie oo 3 Toes se 
tu oc - ————- ae ‘ See oO See ian yeaa ” 
r te As - s Ss. “S ee ss Bie Peet OES Phiten ee So, aig aa Ne 0 Se casa 
i ate ff i ——  -. 3} ee Sor Sata costae oe eT eee ma RRS & : Recto Faroe eg, ej. zat 2 ahem y 
on a ; ee ee OSS OF eee. “5 Sone : 
a é 4 ge SES 2S Se oe FE CS a OF eee Se ESS 
F Py “gn Teele ae ee : 3 - Skea See Ce ie Ro ee me 
ng te : > geo eee: PF seecss. ~ ete : 
5 4 , PORES 5 ee ae 0 SES See 
we Z =: _ ee =~ fae, a ee SS Sete. Soe 
; a a eee fo Stn RS a BF ee Ol Seen : 
5 F Soap bai 4 aro eo ee ee age eae rege 3 age Hea ha Le ee eh ace ete hg 
ur ? oe ae ‘ a Weeere Cee eee eas Meera Sas, SEA 
Fc. ie * SETS Seog ee ee Gk en ee et es Sed STS reso SN ces Born Ss See 
“E® ? 5 = ag é ¥ wyeline Sak-ase Sag nage ee ae oe Se Fae, . Ke roy Ri 4 Py 
les a ; r. og ny ’ 4 ; Se ere. > ao Re iS Soe oe ; 
: *) : Gor genet She eee SPE e : Sop Sot ae Roepe heh oi 
ae < Fic Be Ae are Eee ee Me see SoS eee ak 
ee ’ SSS See (SSS SS =a St SS Sos SS 
‘ - q * _ ee eae SER Syed oly Bre Pe a SON ees 
? — SS << Cease OR Ee eee TROT eS te SESS 
x? ; ae ee ete So gee te te Ky, SES A OS SE ae 
Se cca 8 sia AISee StS ee ES AO Hi me oe x OES SS WES Sees 
s ee . # 2 PRLS ae ee ke es ee rae a = les x Oe aes ime a . eS rs i 
it- | oo - Joye elle SSS Tee ~~ Fe SSS @ SSS re 
Ft BS E SET Genccee tee ae Foe ROR Ee we ER ee ee ay See ae mak : ‘ 
in ey? ee —o ee ees Sete ee See ee oe = 
ES an FEB: a ba $ ~ paeecnaae ‘Reet he oe ean Arg te te . wine = bn 
= uy st en eh ee Pe age eee Soa ee oe —¢ 
- 3 a es oe a, tN Bee Se ‘ca. aes SIP mes CRN Rare S| Rens 
Fo ee Sop ere eR ae LS CS SoS SS aS 
th : wa Saas : ee IE BOS. Be Sa so St Bee Ninn Saat Peeticad ~ 
See LEE ce S48 eae ets, Bae a SO SOA See =a & ee 
le Saeki a eR e SS Se See Pg aS: 
. et Sree Soom eee ene oe irene eee 
.... HOME Saus. J2ss35s Ai : 
w . IN G Pe So hg a 
to eS = ee ot Sr Se Oe Se i pe * > % ae. 
ee “ Pee 3 A= Se Sag PS Ra Se Sada ae a _ — 
i eee Pe OA = = : -. ie 
“4 Sk ee ee, tk ee a , ae P3 
eet iS ins a eS oe 
3S, £ eo RT . re 
| Dalene Gest a SAVS cts ey aos eS “SS sake he 
Pe eae re Ree ee Fe See ae SS 3 SS ee) 
een oe ee of oS Ss = x oie 
Pe em eee rt oe one ef F 3 ns é ei 
re nen ea gs re Fs -) : : es 
; fF sx = ‘ Sy : = . — 
4 7 = <, é ae . Fes <4 <s 4 i 
: oa if = “ii . ee Oa BESS a j oe 3 
3i- 2 ef & : a , ~ roe i a —* 
ae 3 Seis ss ; Z * 3 or Ss 
s- & Pe os “dl J% * Pa wn ps ee 
is a , : 3 = Sy fe $3 a S 
| & . 2 as Ss. > > oe “ o a nist ee ” 3 = 
re fy = Se Leg 4 Oe * ? oe . 
: £23 es 3 oF 2S : = Eo, > . ) ee 
- ; Vf ss = tind < ‘ oe =a : E ab oe Se . 
& : ae 2 ae - ses BS ed 
s SSE eg SS Pee cel So SS ‘ ; of So . > 8 
’ | im : RES a . = me SS : . 3 = ee 
: SS a : a ES eS € < : Sr SS eh cae P 
e e SSS Tee ladle — _ Cer, BS : Se Je oe SS 
’ ‘ ee ee ao ——- fl oe fo s Ss re F poe fest Se - ; 
, ec - oS ‘ ae a < = st F Pe eS = é a 2 Ase > 
3 cS “aS ae ES Ne f face eS Fs ; : i ‘Z ss i? ‘ = J a Cot ag? 
Ss 8 SSS SRS Ae meee 28 eS ‘ F ee “Sg ’ ; 
A are Ss *& | 4 Soe ae SSS 4 .* ee: dee 
Be A SS es = See FS f ES “SS F 2S ES ae oe 4 
SEs BS Pe a : fi = ay & > aS . eo oy S/o 
d } Sy a : : . ss al & r% A ws Soe Ae Y Se P23 eae: i ee 
= : —S if Sc SSS Se 2S. . * S58 Se -s . poe: 
le Fe 4. Mi, Wa fa bl 
ee . i> BS Se: RAG QIN Bee et ae See ae 7 
| a ae F SS ¥ 4 : < ss : _ LS Bos. 
BS SSS SSSSsSSSS8 S Ree eS SS ee = 7 
| BESS SSS SSA SS OE SB ‘ x A j eo rs Ss :,. 
.. STYLE AND BEAUTY . 4 aan! es 
e SS & é ee 
y- SSS SSS pose A ee Re. . g SS S Sa SS a : 
4 SSS SSE ROSES 5 < SSN —s ENS : ts 
S SSS SS See ce = Se & : SS 
= SSS SS ee SS << * EG SR Sas “Se SS 
rs 2 mag ee > 1 - 
a Seigler eee! Ti? Ce A CN ee ee Ses : 
os 7 ie ts re ree i: Selah e ‘ =. Ms Pcie a are By rs hee TP Saws ee ee call “3 Pee 
er co . Sie renee Pe a PARE, wee iu, Wars aes ; ZN aes ena 1 Rede ein Oe eure "2 es ene 
Peey ney wena i do eee SoU auger a ag ae ERO 8, od to 9 eee = SES one Ug Ge arenes sk Sr: eee oe as . 
see ee i iy eo eae Rhee Be ee a eral acetate tela igen eae Ste) t Sara "ee Sk toe ea pan oa 7 a? ae ie tp aetapee haa: aa egtipeN. Sia) 4h. a eee 
ees ean 1 pene io Se an,’ ta ies re Bad aE peas ee ee Wei ok ee at Bt ee eee > Sota Cis Saxe a Me wae Bi fe ea ae ae ai ad ‘5 et Pind ea tee wae e ae Pe Si te 
ae aspen acct ESR a ac ce Tee (ae een o> dee se Ss Cong ie pene see ae Og aoe RRR MOG i 5 = me a ie eee eae See et aes” | oe Rares kre 1! Mey coy Fx Sue sere a 
CaS Tees Pathe ea hcg) Re a, “tna ae CS SOS te ie! 7 ae eae <i Dimi: ae ae pie fe Sern ate aoe ss ae a see. rie os aS a Pon. 20) ae ge eer a le ae: set ems, * 
yy SP, ie! sik > te ea Aes he eater Meet Y pfeule \o+ he ee Sid ORE Rae pt ep « POR ces 1 1 Nomen Feet ERS ve Bec papi an ee a ape ime sre fist Be Spe gh ae 
ee iene ame tyr te pe Be ria {nee os = Piette ae fae Po oe ere oe a agate ae eg ae BN: os oe se AAS le ee aga 
1% oR: POY eee 0 ie 2, Mh aia sie >< . yteeaes er eee anette Meare eee ian fea ere ee a 
ka 3 “Geiss > reel Va eRe ae aaa. aeons pte ae ane Ps i 
ye a ewe ene a een eee 


yr oa 


ADVERTISING AGE 


November 18, 1933 


12 
| business have been garnered by 
Critchfield & Co., Chicago, whose 


Lum & Abner radio show is spon- 

sored by Ford dealers connected with 

the branches at Chicago, Cincinnati, 

| Fargo, N. D., and Indianapolis; and 
cain 


| by MeCann- Erickson, Ine., which 
| through its offices in Cleveland, San 
Detroit, Mich., Nov. 16.—As a re-| Francisco, Los Angeles and Denver 
sult of the Ford policy of more or/|is serving Ford dealers connected 
less actively urging its dealers to| with the branches at Cincinnati, 
join in cooperative campaigns built | Pittsburgh, Norfolk, Va., Salt Lake 
around Ford factory branches scat- City, Richmond, Cal., Long Beach, 
tered over the country, sixteen dif-|Cal., and Denver. 
ferent agencies are now handling | 
campaigns for Ford dealers, a check-| Ford dealer campaigns in various 
up made by ADVERTISING AGE among | sections of the country include: 
Ford factory branch managers re-| Milwaukee, Allen Rieselbach; Buf- 
veals. falo, Landsheft Advertising Agency; 
The biggest slices of Ford dealer | Somerville, Mass., Harry M. Frust 


Other agencies currently handling | 


Company, Boston; Atlanta and Nor- | several branches did not report, and 

folk, Va., Eastman, Scott & Co., At-|two indicated that no campaigns 

lanta; Chester, Pa., N. W. Ayer &| Were running now, although they 

Son; Memphis, Tenn., Lake-Spiro- | had run in the past. 

Cohn, Inec.; Dallas, Tex., and Okla- eo ee 

homa City, Tracy-Locke-Dawson, Dal- Catalogs Merge 

las; Seattle, George McMurphey, Power's Highway Catalog and Gil- 

Portland; Edgewater, N. J., Lambert | lette’s Road and Street Catalog have 

& Feasley, New York; Houston, Tex.,| been merged as Power's Road and 

J. J. Skinner Advertising Agency. Street Catalog and Data Book. The 
The Ford New Orleans branch re- merged publication will be published 

ports four agencies handling promo- by Gillette Publishing Company, the 
tion for dealers in that territory: | ""8t issue under the new name ap- 

ene ee . ** | pearing March 1, 1934. 

| William B. Wisdom (newspapers) ; suiaiindiiaieiiniaii 

|Saussy & Sewell (outdoor); Mo- 

{tion Picture Advertising Service 

(screen); and Bryan & Bryan Ad- 


Raises Guarantee, Rates 

The Photoplay Unit has announced 
a " 2 a new circulation guarantee of 600,- 
vertising, Shreveport, La. (“gen-/ 990, and increased rates of $1,188 per 


eral”). page and $2.96 per line, effective 
The list may be even larger, as| Jan. 1. 


Way BACK IN 1922 


A great new industry came to Chicago— 
let’s see what happened 


@ Way back in 1922, not long after the national excite- 
ment over the broadcast of the Harding election, a 
new industry came to Chicago. 


Radio! Greatest modern invention, greatest scien- 
tific thrill of the century! 

The Chicago American took up the new idea, pro- 
moted it, introduced Chicago’s first radio department 
—program announcements, radio hook-ups, radio 
news. Radio advertising began. 

Look now at the record of 11 years—in the accom- 
panying table! 

Every year since 1922 the Chicago American led all 
daily newspapers in Chicago in radio advertising lin- 
age, usually by a wide margin! 

Every year, except one, the Chicago American led 
all Chicago daily and Sunday newspapers combined 
in radio advertising linage! 


Plainly, by the record, the American shouldered 
and carried the major responsibility for the great 
modern development of radio in Chicago. 

This outstanding record proves two things: (1) The 
Chicago American is modern, alert to new ideas; (2) 
Chicago American readers are modern, quick to re- 
spond to new ideas whether they be in radios, fash- 
ions, home furnishings, automobiles, amusements. 

Not only more responsive, the American market is 
the largest reached by any evening newspaper in 
Chicago—over 425,000 families that will spend more 
than $530,000,000 for merchandise during the next 
12 months. 

The problem of most manufacturers in selling style, 
newness, quality, is that of the radio industry—to 
sell maximum volume in every income level. 

The radio industry has succeeded. It concentrated 
its greatest effort in the Chicago American. 


RADIO LINAGE 
Retail Radio Shops and National Manufacturers 
(Since Radio advertising first started in Chicago newspapers) 
AMERICAN Paper A Paper B Paper C Paper D Paper E 
Daily Sunday Daily Sunday Daily Sunday 
10 mos., 1922 32,074 50,129 Ze 9,890 3,693 23,541 12,083 
Year, 1923 146,401 145,628 a 8 86kvesee 8 Senwne 6,021 11,383 33,636 14,579 
Year, 1924 405,942 357,980 A eS oy 68,343 134,787 205,998 104, 563 
Year, 1925 481,574 456,754 ee. isssass 6seas 100,719 434,292 70,179 244,481 
Year, 1926 532,106 454,999 ere 102,272 225,374 74,839 156,939 
Year, 1927 659,284 572,697 0 So ee 149,776 267,595 96,040 230,752 
Year, 1928 992,679 759,425 Re 216,877 455,850 119,535 456,077 
Year, 1929 1,369,366 1,191,218 78,934 188,913 349,300 859,908 330,408 651,857 
Year, 1930 651,133 525,232 90,697 240,515 172,764 294,834 96,334 169,759 
Year, 1931 459,305 358,114 12,453 eee ti“‘ Ke en 102,971 171,231 62,817 103,582 
Year, 1932 115,573 81,919 Mee 58,061 5,732 70,739 26,664 20,651 27,020 
eh 559294 5,845,437 4,954,095 686,094 717,410 5,732 1,349,672 2,885,611 1,133,978 2,171,692 


CHICAGO AMERICAN 


a $00d newspaper 


WE DO Ove PART 


Now in its THIRTEENTH YEAR OF CIRCULATION LEADERSHIP in Chicago’s evening field 


National Representatives: Rodney E. Boone Organization 


JOINS AGENCY 


Guy C. Smith 


Chicago, Nov. 16.—Guy C. Smith, 
widely known Chicago advertising 
man, created considerable discussion 
in advertising circles this week by 
leaving Libby, McNeill & Libby to 
join Batten, Barton, Durstine & Os- 
born. 

After a few days in the agency’s 
Chicago office, Mr. Smith expects to 
go to headquarters at New York. 

Mr. Smith spent eleven years with 
Libby, McNeill & Libby. He was ad- 
vertising manager for eight years, 
and advertising and sales counsel for 
one. About eighteen months ago he 
was appointed vice-president in 
charge of eastern sales, his head- 
quarters remaining in Chicago, how- 
ever. 

He has been one of the driving 
spirits behind the Chicago Advertis- 
ing Council and at present is a mem- 
ber of the committee in charge of the 
reorganization of that group. 


Sutton Reorganizes 


Publicity Service 


Sutton & Schipper, New York pub- 
licity and news counsel, has changed 
its name to Sutton News Service, 
Inc. George W. Sutton, Jr., is presi- 
dent. James C. Hamilton, formerly 
with Associated Press, Erwin, Wasey 
& Co., and several news syndicates, 
has joined the staff as account execu- 
tive. 

New accounts are Tide Water Oil 
Company, Schenley Distillers Corpo- 
ration, Jacob Ruppert, Barber-Col- 
man Company, Rockford, IIll., maker 
of garage doors, and the Motorcycle 
Chamber of Commerce. 


Gotham Advertising 
Shifts Personnel 


John H. Nutting, formerly secre- 
tary of Gotham Advertising Com- 
pany, New York, has been named 
vice-president of that agency. Ar- 
thur A. Kron, formerly assistant 
treasurer, has been named secretary- 
treasurer and a director of the 
agency. 

D. Sutphen, Jr., has been 
elected vice-president and director; 
G. E. Harris, Jr., has been named a 
director; and William Menkel has 
been placed in charge of the media 
department. 


Forms Radio Chain; 
Restricts Advertising 


Plans for a new major radio chain, 
operating on a mutual basis and hav- 
ing stations in every state, were an- 
nounced this week by George F. Mc- 
Clelland, former vice-president of the 
National Broadcasting Company. 

Independent stations which have 
been lined up will receive payments 
covering costs of broadcasting pro- 
grams and will share in profits of 
the chain as a whole. It plans 
greater restrictions on advertising 
and sales talks and more attention 
to news. 


To Krichbaum-Liggett 


Stanley S. Friedman, formerly 
with Donald Dougherty, public rela- 
tions counsel, has joined the Krich- 
baum-Liggett Company, Cleveland, 
as vice-president. 


With MacGregor & Sollie 


Cliff Engle, publicity man for The 
Oregonian, Portland, on _ station 
KGW, has resigned to join Mac- 
Gregor & Sollie, San Francisco. 
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November 18, 1933 


ADVERTISING AGE 


OCTOBER RADIO 
SALES ARE UP; 
TREND REVERSED 


Chicago, Nov. 16.—For the first 
time in more months than any radio 
executive likes to remember, total 
sales of chain broadcasting time ex- 
ceeded sales for the same period of 
the preceding year, when sponsors 
bought $3,244,153 worth of time in 
October, compared with $3,035,631 
in October, 1932, according to the 
monthly figures compiled by Na- 
tional Advertising Records. 

Of the October total, National 
Broadeasting Company’s share was 
$2,130,046, with Columbia Broadcast- 
ing System’s total being $1,114,107. 
This is a small increase over the 
$2,063,273 spent over NBC in 1932, 
and a rather sizable increase over 
the $972,358 spent over CBS last 
year. 

Because of the hitherto unbroken 
string of months in which 1933 totals 
were below 1932, however, figures for 
the first ten months of 1933 still 
show a much smaller total than 
those for the same period of 1932. 
The ten-month total for 1933 was 
$24,341,528, compared with $33,041,- 
245 in 1932. 

Eleven of the 23 classifications of 
radio advertising showed an increase 
in 1933, as compared with 1932, the 
most sizable gain being registered by 
the drugs and toilet goods classifica- 
tion, which jumped from $555,572 to 
$907,465. Other classifications gain- 
ing were: 

Many Show Gains 


Automotive industry, up from $58,- 
472 to $261,383; building materials, 
from nothing to $30,040; clothing 
and dry goods, from $19,329 to $46,- 
308; confectionery and soft drinks, 
from $134,205 to $188,468; financial 
and insurance, from $91,887 to $93,- 
704; foods and food beverages, from 
$908,819 to $1,072,032; lubricants and 
petroleum products, from $211,053 to 
$281,531; office equipment, from noth- 
ing to $25,138; radios, phonographs 
and musical instruments, from noth- 
ing to $57,812; schools, camps and 
correspondence schools, from nothing 
to $56,613. 

The largest user of chain time dur- 
ing the month was Standard Brands, 
Inc., with an expenditure of $164,- 
454. Next was Pepsodent Company, 
spending $136,617. Other large users 
of network facilities during October 
included: 

Barbasol Company, $52,700; Corn 
Products Refining Company, $57,162; 
Ford Dealers, $55,812; General Foods 
Corporation, $95,730; General Mills, 
Inc., $96,705; Gulf Refining Com- 
pany, $50,912; Lady Esther Com- 
pany, $65,583; Kraft-Phenix Cheese 
Corporation, $51,550; Plymouth Mo- 
tor Corporation, $49,310; and Wm. 
Wrigley Jr. Company, $90,068. 


More Advertising Urged 
By Protestant Clergymen 


New policies of advertising for 
urban churches to maintain the in- 
fluence they are believed to be losing 
were recommended at the annual 
conference of the National Publicity 
Council at George Washington Hotel, 
New York, by Rev. Herbert D. Rugg, 
editorial secretary of the national 
boards of Congregational and Chris- 
tian churches of U. S., and Dr. Guy 
Emery Shipler, editor of The Church- 
man, 

Rev. Rugg said a study of 1,000 
churches showed average “effective” 
city churches to be spending four 
per cent of their local expense 
budgets for advertising and upon 
this basis in normal times Protestant 
churches of the country should ex- 
pend $20,000,000 annually for news- 
paper advertising. 


“Boston Tribune” Starts 

The Boston Tribune, a new weekly 
tabloid, has been launched in Boston. 
John F. Garrick is editor. 


Appoints Fairall 


The Pimtex Company, Des Moines, 
maker of a new skin lotion, has ap- 
pointed Fairall & Co., Des Moines. 


Offers Card Dealer 


Magic Products Company, Cleve- 
land, has placed on the market a 
new card dealer retailing at $1, 
which will be sold through depart- 
ment stores and premium houses. 
Humphrey, Prentke & Scheel are 
using newspapers and specialty sales 
magazines for the company. 


Ellis to “Live Wire” 


R. E. Ellis, radio continuity writer 
and advertising consultant, has been 
placed in charge of the radio exploi- 
tation division of the Live Wire, Min- 
neapolis. 


Liquor Show for Public 


The National Wine and Spirits 
Show, first public event of its kind 
in America, will be heid at Hotel 
Astor, New York, Dec, 18-22. 


H. C. Jamerson 
Joins De Soto 


Detroit, Mich., Nov. 16.—H. Curby 
Jamerson, formerly with Aeolian 
Company, New York, has been ap- 
pointed director of advertising and 
sales promotion of De Soto Motor 
Corporation, in a series of four ex- 
ecutive appointments announced this 
week. 

F. L. Wiethoff, formerly general 
sales manager, Rockne Motor Corpo- 
ration, has been named assistant to 
L. G. Peed, general sales manager. 
Ross Williams, formerly St. Louis 
district manager for De Soto, has 
been given the newly-created post of 
Plymouth supervisor for the De Soto 


division. T. G. McCormick, of the 
De Soto advertising staff, has been 
named assistant to Mr. Jamerson. 

Appointment of Mr. Jamerson to 
the directorship of advertising and 
sales promotion permits R. M. Row- 
land, who also held that post in’ ad- 
dition to being assistant general 
sales manager, to devote his entire 
time to the latter position. 


Joins “Druggists’ Circular” 
V. T. Whalen, formerly with the 


American Druggist, has joined Drug- | 


gists’ Circular as special representa- 
tive. 


Essig Moves 
The Essig Company, Ltd., adver- 


tising agency, has moved to 1121 
South Hill St., Los Angeles, Calif. 


Royer Representative 
of “Western Brewer” 


Glenn Royer, Cleveland, has been 
appointed representative of Western 
Brewer, Chicago, for Ohio, western 
Pennsylvania and Michigan. 

Mr. Royer was formerly with 
Brewer & Maltster. 


With Toledo Firm 


Ethel May Pierce, formerly with 
Roche, Williams & Cunnyngham, Chi- 
cago, has joined the Toledo Synthetic 
Products Company, maker of Plas- 
kon, as Chicago representative, with 
offices in the People’s Gas Bldg. 


Appoints Moritz 
Bromley Clothes, New York, has 
appointed J. G. Moritz, Ine., to 
handle its advertising. 


Chatelaine, the mistress 
of a chateau, who usually 
wore the keys of the 
castle suspended from her 
girdle; hence — The 
Keeper of the Keys. 


Head Office: 


481 Universtry Avenug, Toronto 


CWE Whe 


As sweethearts—so romantic, sentimental, charming and impractical; 
as wives and mothers—so capable, efficient and practical. Their lives 
require romance; but their work demands knowledge and ability. 


So they plan menus, budget expenditures, work to a schedule, shop 
to save, and study magazines for new ideas. 


And 200,000 younger married women in Canada look to Chatelaine 
as their guide in every phase of home-making. The Housekeeping 
department conducted by Chatelaine Institute each month supplies 
them with helpful and workable ideas, attractively presented. 


Chatelaine Institute is one of Chatelaine’s specialized editorial 
services—an experimental housekeeping centre under the direction 
of qualified household science graduates—and recognized as the 
outstanding Canadian authority on housekeeping subjects. 


In nearly a quarter of all the English-speaking urban homes of Canada 
is a market, assembled by Chatelaine, where the readers of this 
magazine hold the keys to the purchasing of many million dollars 
worth annually of food, household equipment and supplies. 


Typical Frontispiece of 
Chatelaine Housekeeping Department 


Tested and Approve 
. SERIAL G—yg NO.0O aed 


“Chatelaine Institute 


MAINTAINED BY 
Whatelaine Magazine 


Will your products be on their lists when they go shopping? 


- Branches: 
VLG Monrreat, New York, Cuicaco 


A Magazne for Canadian Women 


Chatelaine Institute Seal of Approval 
as become a recognized merchan- 
dising influence in Canada. It 

indicates that approved prod- 
ucts have passed complete 
housekeeping and labora- 


tory tests. 
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Money to Spend! 


And DIGEST readers spend it on cars, 
homes, gardens . . . on investments 
and travel... in short, on the prod- 
ucts and services you want to sell. 


Talk to the MONIED M 
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ss +e Se TODAY? 


Bi ae 2% 


According to the latest Starch figures” 
1,000,000 LITERARY D1GEsvt families 


have money fo buy your product vow! 


* 


MAGINE IT! A group of Low COST of reaching the read THE DIGEST and 10% of 
1,000,000 reader- families — . the 1,084,951 women, are in 


solid, substantial, and influential 9-7 C/2C SF GUAICNCE MALES theprofessions; 26% of the men, 


— with money to spend now — and 3.4% of the women, are ex- 


reached at a cost of 1/5Sc. per I) IGEST vVedr ¢ hest buy! ecutives and proprietors —a val- 


family. iant band of 804,204 missionaries 


Promotional day dreams? Not one They are the kind of folks who ex- _‘ to preach the gospel of your product! 
bit. Facts! Accurate, reliable, unbiased — ert worth while influence on the buy- And you can reach this tremendous mar- 
facts — based on personal interviews ing of others. They are doctors who ket, this powerful ‘‘ Monied Million,’’ eco- 
with the readers of 60,000 magazines © advise what brand of aspirin, store- —_ nomically — for THE DiGEsT costs less per 


in a survey conducted by Dr. DANIEL owners who recommend this or that _page per 1000 readers per $1000 income than 
STARCH. Current, up-to-the-minute, tooth paste, executives who say what —any of the other thirteen leading magazines. 
1933 facts—‘‘based on field work con- make of equipment will be installed. Will they see and read your adver- 


ducted during the twelve months from 27.9% of the 1,222,303 men who tising? THE DicegstT leads in low cost 
May 1, 1932 to April 30, 1933.” for visibility per 1000 readers per $1000 

They are good, worth while pros- income, and in low cost for advertis- 
pects, these 1,000,000 reader-families ing read ‘“‘most”’ per 1000 readers per 
of THE LITERARY DiGeEsT — the kind $1000 income. 


| you want to reach. They spend their Will they respond to your advertis- 
money on cars, homes, gardens. . . on ing? A series of surveys conducted for 
| books, investments, travel. They spend DIGEST advertisers this year has — in 
it, in short, on precisely the products every case — indicated a dollar's worth 


which you, as an advertiser, are trying of results for every dollar spent. 
to sell. 


Send for copies of these surveys. 
Then reserve your DIGEST space and 
make the ‘“‘Monied Million’ the first 
million to reach in your 1934 plans. 
THE LITERARY DIGEST, 354 Fourth 
Avenue, New York. 


And they have plenty to spend! 
205,000 of the 1,000,000 LITERARY 
DiGEST reader-families have annual 
incomes of $5000 or better. 567,000 
of them have annual incomes of $3000 
or better. No other magazine of com- 
parable circulation approaches these 
hgures! 


* The figures used herein are based on Dr. 
Starch’s latest report of media effectiveness 
and their accuracy is verified in a letter 
from the Starch organization. 


for %c aptece in The Liter ar y Di o est 
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FOOD AND DRUG 
BUREAU REPORTS 
ON YEAR'S WORK 


Smaller Amount of Worthless 
Remedies Shipped 


Washington, D. C., Nov. 16.—‘Al- 
though advocating a_ strengthened 
pure food and drug law of a type 
considered necessary under present 


| 


conditions, the food and drug admin- 
istration has not been lax in the 
enforcement of the present statute,” 
W. G. Campbell, chief of the food 
and drug administration, declares in 
his annual report, made public by 
Secretary of Agriculture Wallace this 
week. 

In the last fiscal year the adminis- 
tration collected 47,646 samples of 
foods and drugs, Mr. Campbell's re- 
port reveals. Total prosecutions of 
violators of the law numbered 1,153, 
and seizures of violative goods 1,624 
—2,777 legal actions in all. The ad- 
ministration examined 22,205 sam- 
ples of imported foods and drugs, 
detaining 3,245 shipments. 

“In spite of definite improvement 
in the manufacture, storage and sale 
of medicinal products, the adminis- 


tration continues to devote a great 
deal of attention to interstate and 
foreign trade in these commodities,” 
Mr. Campbell’s report says. “Grossly 
misbranded and worthless patent 
medicines recommended for the cure 
and treatment of diseases are still 
found on the market, although they 
are shipped in interstate traffic only 
in limited quantities. 

“Nevertheless, constant vigilance is 
required to remove such worthless 
nostrums from sale. During the 12- 
month period, 439 seizures of worth- 
less patent medicines were made, in- 
cluding 74 veterinary preparations. 
The administration initiated 307 
criminal actions against falsely and 
fraudulently labeled nostrums_ or 
their manufacturers. It sampled and 
analyzed 310 shipments of so-called 


antiseptics, 
taken.” 
Much of the report was devoted to 
a review of the now famous Banbar 
case, which has been cited through- 
out the country by administration 
forces as a more or less typical ex- 
ample of the fraudulent advertising 
and sale of worthless nostrums 
which the proposed new food and 
drugs act would prevent. It is a 
prominent exhibit in the widely pub- 
licized “chamber of horrors.” 
Banbar, an alleged diabetes rem- 
|edy, is a Pittsburgh product and, ac- 
/cording to the food and drug admin- 
‘istration, “is essentially a liquid 
extract of horsetail weed retailing at 
| $12 a pint.” 
| “The government alleged that the 
| remedial claims for diabetes printed 


69 legal actions being 


Pa 


pier 
* he 

Be de 

‘ A on Net 


ost : 
os, oe 
rat x a 


* 


AS AN ADVERTISING INVESTMENT 


In 1924 MoToR laid down an editorial policy 
that was to interest— 


Dealers 


Shops 


Shopmen 


Jobbers 
Manufacturers 


Banks 


MoToR was the first magazine in the field to 
offer this vertical type of circulation cover- 


age. 


MoTOoR has been successful in reaching its 
objective. As its circulation has grown—so 
has its prestige:—its influence:—its advertis- 


ing lineage. 


oe Phe Automotive Business Magazine es 


Today MoTOR is the acknowledged leader in 
the four factors that are a matter of public 


record. ... 


_— 


2. 


3. 
4. 


ea 


. Paid Circulation. 


Renewal Percentage. (No 
Arrearage). 


Number of Advertising Pages. 


Advertising Volume Trans- 
lated into Advertising Dollars. 


The same qualities that have brought 
LEADERSHIP to MoToR are those which 
make MoToR the most effective and eco- 
nomical advertising medium. We will con- 


tinue to build MoToR so 


that it will always be 


FIRST AS AN ADVERTISING INVESTMENT! 


on the label were false and fraudu- 
lent,”” Mr. Campbell’s report says. “In 
order to establish the falsity of the 
claims, medical men of high stand- 
ing testified that the nostrum wag 
worthless for diabetes. The govern- 
ment also introduced a number of 
death certificates of diabetics who 
had relied upon Banbar for treat- 
ment, but who had died of the dis- 
ease. Despite such evidence of the 
worthlessness of the nostrum, the 
government was unable to establish 
fraudulent intent on the part of the 
manufacturer and the jury rendered 
a verdict in his favor.” 


Camp bell Defends 
New Food, Drugs Bill 


Washington, D. C., Nov. 13.—The 
right of self-medication is not invali- 
dated, nor is positive advertising 
made impossible under the terms of 
the proposed new food and drug bill, 
commonly known as the Tugwell bill, 
W. G. Campbell, chief of the food 
and drug administration of the De 
partment of Agriculture, declared in 
a prepared statement released today. 

“No one who prefers to treat him- 
self is compelled by any of its provi- 
sions to consult a doctor,” he de- 
clared. “Rather, he is given the 
same right as his physician to know 
what drug he is administering. With 
the listing of ingredients on the 
label, he has an opportunity to treat 
his ailments more intelligently, to 
decide for himself whether he will 
take a habit-forming narcotic. ... 
Certainly it is not too much to re 
quire that drugs sold for the treat- 
ment of disease shall actually pos- 
sess the remedial value ascribed to 
them in their labels and advertising.” 

Discussing the objection of manu- 
facturers to printing formulas on 
labels, Mr. Campbell declared that 
“when a manufacturer protests that 
it is to the patient’s psychological 
advantage to be kept in the dark 
about the composition of drugs he is 
taking, what he really means, I sus- 
pect, is that his competitors will find 
out his formula. In all probability 
they know it already; if not, any 
good analytical chemist can tell 
them.” 

Advertising Is “Life Blood” 


It is “nonsense” to say that the 
proposed bill will result in decreas- 
ing advertising, Mr. 
serts. “These manufacturers cannot 
stop advertising and they know it,” 
he said. “Advertising is the life 
blood of their business. They will 
have to go on with it, even at the 
cost of being truthful.” 

As for the charge that the Dill 
gives the Department of Agriculture 
“ezaristic powers,” Mr. Campbell de- 
clared that the courts can review 
every administrative act, and if any 
ruling the Secretary of Agriculture 
makes under such special authority 
“goes further than is necessary for 
the protection of public health or 
protection of the public against de- 
ception, the courts will inevitably de- 
clare the regulation fnvalid.” 


Herold and Worden 


Join Carnation Milk 


A. P. Herold and H. C. Worden 
have been appointed assistant sales 
managers of Carnation Milk Com- 


pany, with headquarters at the 
executive offices in Milwaukee. 
Mr. Herold has been associated 


with the B. S. Pearsall Butter Com- 
pany and Mr. Worden has repre- 
sented McGraw-Hill Publishing Com- 
pany in the west for eleven years. 


Alter Resigns Post 


Harry Alter has resigned as assist- 
ant general sales manager of the 
Grigsby-Grunow Company, Chicago. 
George T. Bryant has been appointed 
to succeed him, and Floyd Mastis 
succeeds Mr. Bryant as field sales 
manager. 


Koser with Mathes 
Ralph B. Koser, for the past three 
and a half years with N. W. Ayer 
& Son, Inc., has joined the copy staff 
of J. M. Mathes, Inc., New York. 


Gets Apparel Account 

Hirshon-Garfield, Inc., New York, 
has been named advertising agent 
for Fifth Avenue Modes, Inc. Na- 
tional magazines will be used. 
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LIQUOR TRADE 
MARK ‘PIRACY’ 
ANNOYS TRADE 


Legal Loopholes Aid Practice, 
Editor Says 


Chicago, Nov. 16.—Alleged at- 
tempts to pirate well-known trade 
marks in the liquor field through the 
inclusion of these names in corpo- 
rate titles have revealed weaknesses 
in the laws governing registration of 
brands, according to Lee W. Mida, 
head of Mida’s Trade Mark and Pat- 
ent Bureau, and editor-in-chief of 
Mida’s Criterion, 

Since feverish speculation in trade 
names of famous Kentucky whiskies 
and other products which will again 
be marketed following accomplish- 
ment of repeal was started, Mr. Mida 
said, many have sought to seize the 
good-will inherent in these names 
through the organization of corpora 
tions whose titles have included 
them. Under current state laws 
there is no protection against this 
practice, which could be used against 
any type of product. 

The present practice of the Patent 
Office at Washington is to permit 
deposit of papers of incorporation, 
and with this safeguard the federal 
authorities undertake to prevent 
registration of brand names which 
conflict with the names of corpora- 
tions in the same general lines. 


Has Equitable Right 


Mr. Mida contends that while di- 
rect piracy of trade marks which 
have languished during prohibition 
may be attempted, the original 
owner has a clear case in a court of 
equity and should be able to retain 
his control of the brands. The trade 
mark which was not used because of 
legal restrictions did not die, he in- 
sists, but remained within the owner- 
ship and control of the original 
registrant. 

Steps are now being taken, Mr. 
Mida asserted, to arouse trade 
opinion on the subject, as a result of 
which amendments to existing state 
laws will be urged, giving secretaries 
of state the right to refuse to issue 
certificates of incorporation which 
include trade names already in use 
in similar fields. At present the 
state authorities have no discretion, 
but are compelled to authorize cor- 
porations which comply with other 
legal requirements. 

Advance proofs of an editorial on 
this subject in the November issue 
of Mida’s Criterion contain the fol- 
lowing comment: 

“One of the most insidious and de- 
structive of the new raiding tactics 
is to organize a corporation to en- 
gage in the manufacture or distribu- 
tion of liquors, with the brand name 
of a formerly well-known whisky or 
other beverage as the key-word in 
the corporate title. This creates the 
impression in the public mind that 
the new corporation is carrying en 
the business of the original creator 
of the brand, and thereby appropvri- 
ates a good-will to which the new 
corporation has no vestige of right. 


Gap in Existing Law 


“In cases such as these, there is 
seldom any technical violation of 
either federal or state trade mark 
laws. These chiselers are too clever 
for that. Instead they take advan 
tage of a gap which has been left in 
the present laws. The legal loopholes 
must be quickly closed up if the 
practice is to be stopped and valu- 
able good-will properties are to be 
preserved. As the situation exists 
how, it is only through long and 
costly processes in equity that any 
redress can be hoped for, and this 
remedy is none too certain. 

“The issuance of corporate char- 
ters is in the hands of the various 
Secretaries of state, and they are 
Without power or discretion to refuse 
unless the proposed title conflicts 


with that of another corporation al- 
ready registered in the state. They 
are not permitted to take cognizance 
of the fact that a proposed corporate 
name has been selected with the de- 
liberate intent to injure a competitor 
and mislead the public. 

“Such is the corporate law—or 
lack of law—at present. The only 
effective remedy seems to be the en- 
actment of new legislation in the 
various states providing that before 
a: corporation shall be granted a 
charter, the secretary of state shall 
search the record of trade marks 
registered in his office, and that 
where he finds a palpable conflict be- 
tween the proposed corporate name 
and an already registered trade 
mark, the charter shall be refused.” 


Million Ford 


Prospects to 
Get Mailings 


Detroit, Mich., Nov. 16.—While 
dealers continue to carry the brunt 
of the advertising program, Ford 
Motor Company, itself, has launched 
a nation-wide, three-piece mail cam- 
paign to over a million consumers to 
familiarize them “with the advan- 
tages of Ford V-8 ownership.” 


Three Pieces 


The first piece is built around the 
theme of operating economy; the 
second deals with quality, and the 


third treats the problems of rural 
motorists. 

In a statement to his dealers to 
explain the purpose of the effort, 
Henry Ford said: 


“No Tricks Used” ‘ 


“We have always done our utmost 
to encourage intelligent buying. All 
that a good producer asks is a cus- 
tomer who knows quality when he 
sees it. An intelligent purchaser 
will speedily conclude that only a 
bad product requires bad sales meth- 
ods. 

“We refuse to adopt the role of 
tricky traders—that is, pretending to 
offer a large trade-in allowance, and 
taking it away in some other way. 
We know what our product is and 


what it will do. We are ready to 
tell about that.” 

With the objective of reaching 
every interested person, dealers have 
been supplied with additional copies 
of the mailing pieces. 


Names Larchar-Horton 


The Morris Plan Company of 
Rhode Island has appointed the 
Larchar-Horton Company, Provi- 


dence, R. I., to direct its advertising. 
Newspapers and radio will be used. 


Appoints Whitman 
Frank §S. Whitman, publishers’ 
representative, Chicago, has been ap- 
pointed to represent Movienews, Chi- 
cago free circulation paper, in the 


national field. 


SALES AND ADVERTISING EXECUTIVES . . . 


Get A Loap or Tuts: 


PRODUCERS—DISTRIBUTORS—EXHIBITORS— 


BUSINESS MOTION PICTURES 


YOU may have excluded motion pictures of your 
business from your sales plans because of costly, 
bulky projection machines—machines requiring a 
technician and a helper to operate. Now—thanks 
to the new 16 M M Sound-on-Film Projector—that 


last objection goes into the discard. 


Now, with just two small suitcases of equipment, 
and Castle Films, any young man who is not a moron 
can visualize and dramatize the biggest business story 
to any size audience, anywhere, any time. No method 
of presenting product, sales methods, and advertis- 
ing helps to salesmen, jobbers and dealers can do 
this important job so completely or effectively as this 
perfect combination. The new projector costs less. 


The creation and production of business motion 


pictures is a highly specialized business. Its problems 
must be met with knowledge. 

Castle Films have spent nineteen years perfecting 
this art. The product is unexcelled in quality of con- 
ception and execution—and is not to be confused with 
stereopticon slides, phonograph attachments, or other 
old-fashioned equipment! Castle Films service is 
nation-wide in scope. It begins with the script and 
continues throughout the showings on the screen. 

Business faces a new era and a new effort. Sales ex- 
ecutives, advertising executives and advertising agen- 
cies who have a specific problem in mind, are invited 
to write for cost figures, demonstrations, and proofs 
of what Castle Films are accomplishing at the point 


of sale. Advertising agencies recognized, of course. 


WE DO OUR PaRT 


R.C.A. BUILDING, ROCKEFELLER CENTRE 
NEW YORK CITY 


CLAUS SPRECKELS BUILDING, SAN FRANCISCO 
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CLIQUOT CLUB 
PLAYS UP ITS 
“GOLDEN” ALE 


Millis, Mass., Nov. 16.—The Cliquot 
Club Company, manufacturer 


Cliquot Club ginger ale, has launched | 
a new campaign in national maga- 
zines featuring its “golden” ginger 
ale, in contrast to the pale dry prod- 
uct which has been featured for sev- 


eral years. 


of 


cance, inasmuch as the pale dry vari- 
ety has been the company’s leader 
throughout prohibition. Pale dry 
ginger ale is generally accepted as a 
much better “mixer” than golden, 
while the latter variety best 
adapted for drinking without mix- 
ing. 


is 


Ginger Emphasized 


The new campaign, which is run- 
ning in Saturday Evening Post and 
Collier's, brings the well known 
Cliquot Kid further into the fore- 
ground with a huge illustration of 
the Kid, and copy which he signs 
personally. Emphasis is placed on 
the ginger content of the drink, with 
a headline saying, “By Ginger! It’s 
Good!", and text asserting that 


— 


“what this country needs is more 
ginger.” 

Danielson & Son, Providence, R. L., 
is the agency. 


The company is also completing 
plans for the marketing of its new 
sparkling water on a national basis, 
following successful tests for the 
product. 

No advertising was placed behind 
the introduction of the new product, 
which was tried out on the shelves 
of selected stores in a number of 
communities, with the exception of 
an attractive window display. Con 
sumer acceptance has been so good, 
however, that distribution for the 
product will shortly be widened. 
More intensive promotion is also 
planned. 


The move may have some signifi- 
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NATIONAL GEOGRAPHIC 


“The Bystander” 


Appears in Boston 


The Bystander, a new fortnightly 
magazine of Boston’s day and night 
life, appeared this week. It is done 
in the New Yorker manner and has 
a list of well-known contributors. 

J. Poyntz Tyler is editor and Ed- 
ward D. Parent is advertising man- 
ager. 


Greenfield to Klein 


James S. Greenfield has joined 
Philip Klein, Ine., Philadelphia, as 
account executive. 


Barclay Promoted 
Hartley W. Barclay has been ap- 
pointed editorial director of the Con- 
over-Mast Publications. 


iid Discovers THAT READERS ARE OWNERS 


Heis impressed. He has discovered a million families that are 


actual owners of a magazine! He has discovered a million 


families whose pride and faith in that magazine can make 


or break mass desire for a product or confidence in a name. 


National Geographic, he finds, is thus more than a maga- 


zine. It is a co-operative—a successful—publishing adven- 


ture. Its readers are not sold. 


They are nominated! Their 


support is its growth—its very existence. Their enthusiasm 


NATIONAL GEOGRAPHIC MAGAZINE 


is its incentive to new achievements. As members of a non- 
commercial educational organization, they are its corres- 
ponding editors ... Is it any wonder that advertisers in 
National Geographic Magazine enjoy a reader-confidence 
that is unique? Is it any wonder that they profit from a 


responsiveness-to-advertising, greater than they anticipate? 


Explore! National Geographic Magazine deserves your 


immediate, your critical, consideration. 


Washington, D. C. 


—_—__ 


IS VICE-PRESIDENT 


— | 


Nore 


Day' 
_ that t 
} sales > 
year 
winter 
tion, r 
AS sae ing Ss! 
| = ets, at . » Ae ar siieiieei a ja 
hensiv 
Willard F. Lochridge, account rep- | ing ca 
resentative in the Chicago office Deta 
of J. Walter Thompson Company | vulsed 
for seven years, has been named a aunt 
* * . Ne 
vice-president of the agency. san 
: 2 — — —=s An 
4 for D 
Chicago House ow 
paigns 
Largest Local tis: 
° } men is 
Radio Buyer? | * sw 
vertisi 
| tivity, 
Chicago, Nov. 16.—United Reme-| of co 
dies, Inc., became the largest local | ever a 
radio advertiser in the United States | for a | 
this week when it signed for fifteen ing T 
hours weekly over Station WBBM. Me., a 
Until recently the company used Fla. 
an hour every evening over WBBM. also fe 
When that station became the sole  vertisi 
Chicago outlet for the Columbia The 
Broadcasting System, United Reme- | ‘“‘The ¢ 
dies was forced to give up its eve | will o 
ning hour, the chain taking all of | the p 
the evening facilities. The decision | jamme 
to take about two and one-half hours | will gs 
during each week-day followed. | 57 stat 
While the cost per hour for time Fol 
during the day is smaller than for 
the evening, the total investment The 
under the new schedule will be con- at Fo 
siderably larger than heretofore. Island 
United Remedies will use almost Cruise 
every type of broadcast during its  Phillir 
daily stint. Heath-Seehof, Inc., is , Parke 
the agency. _ fame. 
joutpetinnnie | former 
Shoe Firm Uses ewe 
Transcribed Series tween 
Central Shoe Company, St. Louis, | The 
has started a series of 15-minute | half-h« 
transcribed programs to be spotted | same : 
twice a week in several states. Ben B 
The series is a modern version of |on Ty 
Robin Hood, and was produced by | will st 
Radioart Guild, Los Angeles. shown 
" the ty 
Brewers Plan Drive week, 
Plans for a cooperative advertising The 
campaign were approved by the Con- | the m 
necticut Brewers’ Association, at 4 ports ; 
meeting in Hartford, Nov. 8. News-  ¢a}] on 
papers and radio will be used to fea- coast. 
ture the quality of the ale and lager Capt 
being produced by the association’s : 
eleven breweries. expedi 
tinuiti 
Gibbs Made Chairman {| 
Louis Gibbs, superintendent of ad- The 
vertising, Edison Electric Illuminat- goth | 
ing Company, Boston, has been ap- been a 
pointed chairman of the Better Copy Sve an 
Contest of the Public Utilities Ad- 
vertising Association. Awards will fter | 
be made at the A. F. A. annual con- |Ple of 
vention. and hi 
ene Jonesy 
Flako Has Old Agency "4 
Flako Products Company, New ( 
Brunswick, N. J., maker of prepared On’ 
piecrust and biscuit dough products, dai 
has returned to Churchill-Hall, Inc. (“®'Te 
New York, which formerly handled Ship a 
the account. Gov. I 
sical sescasicelbeasi cially 
Sets Up Bureau mong 
The Proprietary Association, 80 i 
Varick St., New York, has set up an P | 
information service at Washington /™0Mle 
to supply information regarding the [Toad 
Tugwell bill to members and the P2d tl 
public. Oast | 
——_——_ bratio 
“Times” Is Now Daily — {are' 
The Greenfield, Ohio, Times, a ®4niza 
weekly, is now being published as _ the 
the Daily Times. Carlton Hartley is the ea 
the publisher. Provic 
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ADVERTISING AGE 


EXPAND WINTER 
SALES, NEW AIM 
OF FRIGIDAIRE 


| Norge Corporation to Spend 


Million in ’34 


Dayton, Ohio, Nov. 16.—Convinced 
that the exceptionally satisfactory 
sales volume enjoyed thus far this 
year can be carried over into the 
winter months, Frigidaire Corpora- 
tion, refrigeration and air condition- 
ing subsidiary of General Motors 
Corporation, will launch a compre- 
hensive winter selling and advertis- 
ing campaign next week. 

Details of the sales drive were di- 
vulged today by E. G. Biechler, presi- 
dent and general manager, and H. 
W. Newell, vice-president in charge 
of sales. 

A newspaper advertising schedule 
for pre-Christmas promotion will 
break next week. Direct mail cam- 
paigns already are under way and 
the national force of 15,000 selling 


|} men is ready to begin its activity. 


Supplementary to the general ad- 
vertising and sales promotional ac- 
tivity, one of the most unusual series 
of coast-to-coast radio broadcasts 


' ever attempted has been developed 


for a period of thirteen weeks start- 
ing Tuesday, Dec. 5, at Portland, 
Me., and ending Feb. 27 at Miami, 
Fla. Several other advertisers are 
also featuring the cruise in their ad- 
vertising. 
The broadcasts will be known as 
“The Cruise of the Seth Parker” and 
| will originate in the after-cabin of 
/the picturesque four-masted wind- 
jammer, Seth Parker. The programs 
' will go out over an NBC network of 


57 stations. 


Follow Well Known Programs 


The schooner now is being fitted 
at Fort Totten army base, Long 
Island, for an around the world 
cruise under the command of Capt. 
Phillips Lord, who is the Seth 
Parker of radio, screen and stage 
|fame. It is a 250-foot vessel that 
| formerly plied in the sugar trade 
; between the Pacific Coast and Ha- 
'waii and in the lumber trade be- 
tween Portland, Ore., and Australia. 

The Frigidaire programs will be a 
‘half-hour each and will be over the 
same stations as, and following, the 
Ben Bernie and Ed Wynn broadcasts 
on Tuesday evenings. The period 
will start at 10 p. m., eastern time, 
shown by radio surveys to be one of 
the two best periods during the 
week. 

The programs are to be based on 
|the most picturesque stories of the 
ports at which the Seth Parker will 
call on its leisurely voyage down the 
coast. 

Captain Lord will command the 
expedition and will write the con- 
tinuities, direct the programs and 
assume the part of Seth Parker and 
narrator. 

The regular “Sunday Evening at 
Seth Parker's” program, which has 
been an NBC sustaining feature for 
five and a half years, will be dropped 
after Sunday, Dec. 3, when the peo 
\ple of Jonesport bid farewell to Seth 
and his crew in the Parker home in 
Jonesport and send them on their 
world voyage. 


| 


Goes South Down Coast 


On Tuesday, Dec. 5, the first Frigi- 
daire broadcast will come from the 
ship as it lies in Portland harbor. 
Gov. Louis Brann of Maine will offi- 
cially honor Lord, who is looked 
upon as one of the state’s first citi- 
zens. The governor and his staff will 

@ present at the departure cere- 
monies. Immediately following the 

Toadcast, anchor will be weighed 

nd the vessel will start down the 
oast for Boston, where a civic cele- 
bration participated in by Frigi- 
weg distributing and retailing or- 
Sanization will be held. 

Other stops contemplated during 
the early weeks of the cruises are 
Providence, R. I., New Haven, Conn., 


and New York City. «From New 
York south, stops are planned, 
weather and tide conditions permit- 
ting, at major ports and at each 
point the Frigidaire organization 


will be active in city-wide cere- 
monies incident to Seth Parker’s 
visit. 


Frigidaire’s advertising and sales 
promotion departments are tying in 
the entire national organization with 
the cruise programs so that the chief 
benefits will not be for seaboard 
points exclusively. 

“It is a bit strange for Frigidaire 
to launch a refrigerator selling drive 
at the beginning of winter,” said Mr. 
Newell, “but this decision has been 
influenced by the fact that sales vol- 
ume throughout 1933 has been above 
the normal trend of the different sea- 
sons. Exceptional sales results in 


July, August, September and October 
indicate that it is possible to better 
our normal winter volume.” 


Norge to Emphasize 
Dealer Cooperation 


Detroit, Mich., Nov. 16.—Close co- 
operation with and follow-up of the 
company’s advertising by dealers 
will feature the 1934 campaign of 
the Norge Corporation. Advertising 
will be more seasonable in nature. 
In volume it will exceed the million 
dollar mark. 

Both distributors and dealers will 
receive portfolios outlining coming 
national advertising and showing 
them how to cash in on it. The fac- 
tory will provide standard promo- 


tional literature without charge and 
every refrigerator will be accompa- 
nied by a packet of literature de- 
signed to create buyers for that unit. 

Several national magazines will bp 
on the 1934 schedule, arranged by 
Cramer-Krasselt Company, Milwau- 
kee. The company will establish a 
fund for cooperative advertising in 
newspapers, the amount depending 
on the volume of copy placed by deal- 
ers or distributors in each city. 

All copy will be based on the opin. 
ion of the company’s dealers as to 
relative importance of talking 
points. They placed the rollator, 
styling and economy of operation 
first in influencing buyers, price 
being rated seventh in importance. 

Norge sold 120 per cent of its en- 
tire 1932 volume in the first ten 
months of 1933. 


Fellows in Cleveland 


R. N. Fellows, vice-president and 
general manager of the Addresso- 
graph Company, Toronto, has been 
transferred to the Cleveland office. 
He is succeeded at Toronto by R. M. 
Winger. 


Joins James A. Greene 


Louis Morrison, former advertis- 
ing manager for Nu-Grape Company, 
Atlanta, has joined the James A. 
Greene Company, Atlanta, Ga. ad- 
vertising agency, as account execu- 
tive. 


Utilities Firm Appoints 

The Cincinnati Time Recorder 
Company, maker of a line of house- 
hold utilities, has named Procter & 


Collier Company to handle its adver- 
tising. 


HON. L. A. TASCHEREAU 
Premier of Quebec 


“Maclean’s is a good magazine. 


It is a strong element in the upbuilding 
and maintenance of both our patriotism 
and prosperity.” 


Maclean’s has become firmly established as 
Canada’s national magazine. In circulation, with 
half a million alert-minded men and women 
now reading Maclean’s regularly twice each 
month, it has displaced foreign publications 
which used to dominate the Canadian market. 
In influence, it is indisputably outstanding — 
quoted and discussed wherever people meet, 
from Charlottetown to Prince Rupert. 


Maclean’s has reached this position by constant 
effort. It has made itself not only an intelligent 
interpreter of Canadian thought, but a maga- 
zine which ranks with the best publications of 
the world in articles, fiction, illustrations and 


typography. 


To promote the sale of any nationally distrib- 
uted product in Canada, Maclean’s today is the 
most effective single advertising medium. 


Maclean’s—Canada’s National Magazine—Head Office, 481 University Avenue, Toronto. 
Branches: Montreal, Chicago, New York 
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ADVERTISING AGE 


November 18, 1933 


A gift of thirteen 


15-minute periods 
—chargeable to ad- 
vertising — to any 
advertiser or agency 
who will make an 
authentic survey of 
Minneapolis and 
St. Paul (the Twin 
Cities) which fails to 
prove that KSTP 
occupies —now as 
always—the leading 


position. 


KSTP 


Minneapolis - St. Paul 


BLEED PAGE IS 
GAINING PLACE 
IN LIMELIGHT 


Most Magazines Now Accept 
This Type of Plate 


New York, Nov. 16.—The rising 
tide of interest in the bleed border as 


a means of gaining new attention 
value for advertising in national 
magazines recalls the pioneering 


done by Liberty in this field. Lib- 
erty holds three records, the fourth 
being in the possession of the Satur- 
day Evening Post. 

The first bleed page in color to 
run in any American mass magazine 
was used by Axton-Fisher for Spud 
Cigarettes, two-color rotogravure in 
Liberty, Sept. 12, 1931, an executive 
of that magazine told ADVERTISING 
AGE. 

The first black and white bleed 
spread to run in an American mass 
magazine was for Seiberling Rubber 
Company, in Liberty, April 23, 1932. 

The first less than page bleed unit 
to run in an American mass maga- 
zine was by Columbia Pictures, 
which used a half-page in sepia in 
Liberty, Sept. 16, 1933. 

The first bleed spread in four col- 
ors in an American mass magazine 
ran in the Saturday Evening Post 
during the past summer. 


Allows Complete Bleed 


The Saturday Evening Post has 
installed equipment which allows a 
page to bleed on all four sides, it an- 
nounced this week. The first exam- 
ple of this will appear in its Nov. 25 
issue, when the Burnham & Morrill 
Company, Portland, Me., will use the 
first black and white bleed page in 
the history of the Post. The copy 
will feature the fact that Seth Parker, 
radio celebrity, who is to sail from 
Jonesport, Me., Nov. 25 for a tour of 
the world, will carry a substantial 
supply of B & M Baked Beans, “baked 
in open pots in brick ovens.” Lavin 
& Co., Boston agency, placed this ad- 
vertising. 

Space gained by the use of bleed 
borders on full page advertisements 
ranges from 20 to 30 per cent, de- 
pending on the size of the magazine. 
The average additional cost is 10 per 
cent. The Curtis Publishing Com- 
pany charges this comparatively 
small premium, as do such maga- 
zines as Cosmopolitan, Good House- 
keeping, Collier's, Woman's Home 
Companion and Country Home. 

Liberty's charge for bleed borders 
is around 6.25 per cent. With an- 
other Macfadden magazine, True 
Story, it is one of the few mass mag- 
azines accepting bleed _ fractional 
pages. 

McCall's premium for a black and 
white bleed page is $200, or 2.7 per 
cent over the regular rate. For 
spreads, the additional charge is 
$300, for four-color pages, $700, and 
for four-color spreads, $1,000. 

Red Book accepts bleed borders 
only on its second cover and inserts. 

Delineator charges $100 or 1.43 per 
cent extra for black and white bleed 
pages. The same premium is im- 
posed on bleed two-color pages, with 
$300 for four-color pages. 

Liberty, as reported in ADVERTIs- 
ING AGE last week, is also allowing 
the use of its borders, General Elec- 
tric being the first to utilize this 
idea, in an advertisement that occu- 
pied a full page plus. 


New Meosite | Maker 


The Specialty Advertising & Man- 
ufacturing Company has been organ- 
ized in South Bend, Ind., to manu- 
facture and sell advertising novel- 
ties. R. C. Drummond is president, 
R. H. Beyer, vice-president, J. W. 
Beyer, secretary, and D. B. Ratliff, 
treasurer. 


“Herald-Post”’ Appoints 

The Louisville Herald-Post has an- 
nounced the appointment of Lorenzen 
& Thompson, Inc., as its national ad- 
vertising representatives. 


=< 


STRESSES BEAUTY 


IPANA Jovkk Pus 


A new copy treatment in which 

beauty is stressed, is employed in 

this 650-line newspaper copy for 

Ipana Tooth Paste which appeared 

recently. "Pink tooth brush" is 
still present, but subdued. 


New Appeal for 
Ipana Is Tested 


New York, Nov. 16.—A test news 
paper campaign running only in 
Lexington, Ky., employs a change of 
emphasis in Ipana copy of Bristol- 
Myers Company from health (pink 
tooth brush) to a personality appeal. 

The firm has not yet decided on 
the feasibility of running the copy 
nationally. 

Similar change of emphasis is 
made in magazine copy to appear in 
various magazines in December and 
January. In women’s magazines it 
is a personality appeal of the type 
being tested for newspapers. Other 
copy will have a straight appeal to 
men. Pedlar & Ryan, Inc., is the 
agency. 


Castle Filme to 
Expand Service 


New York, Nov. 16.—Castle Films, 
business motion picture producers, 
will open a new production and serv- 
icing unit in Chicago Jan. 1 with a 
consequent shift in executive per- 
sonnel. 

The Chicago office, located in the 
Wrigley Building, will handle all the 
company’s operations in the middle 
western and central states. Eastern 
and west coast territories will be 
served respectively by the New York 
and San Francisco units. 

Walter A. Rivers, western produc- 
tion manager for eleven years, will 
be in charge of Chicago production. 
J. Alexander Leggett, now general 
sales manager in New York, will be 
sales manager for the middle west 
with headquarters in Chicago after 
Jan. 1. Charles Charlton, formerly 
with Pathé Review and for three 
years in charge of Castle technical 
work, will supervise the Chicago sery- 
icing division. 


Publish Directory 


The Iborat Directory Corporation, 
New York, will issue in December 
the first annual edition of the Iborat 
Directory of American publications, 
with identical text in English, French 
and German, to give foreign adver- 
tisers complete data about American 
newspapers and magazines. 


Ad Men Active 


Henry T. Ewald, president, Camp- 
bell-Ewald Company, is head of the 
publicity committee of the Detroit 
Community Fund, and Willard S. 
French, president of Brooke, Smith 
& French, Inc., is general publicity 
chairman of the Detroit Y. M. C. A. 
membership drive. 


“Mining Journal” Appoints 

The Mining Journal, Phoenix, 
Ariz., has appointed E. R. Rydell, 
681 Fifth Ave., New York, as adver- 
tising representative in New York 
City, New Jersey, and the eastern 


part of Pennsylvania. 


MOLEY PRAISES 
ADVERTISING IN 
TALK TO A. NA. 


Washington, D. C., Nov. 16.—Dr. 
Raymond Moley, editor of Today. 
who addressed the Association of 
National Advertisers here this week, 
is one member of the original “brain 
trust’ whom national advertisers | 
would like to see back on the job. 

While defending most provisions 
incorporated in the “new deal,” Dr. 
Moley did not hesitate to voice his 


disagreement with views on adver- 
tising held in certain administra- 
tion quarters. “It is the fashion 
nowadays to single out advertising | 
for special attack as an example of 
profligacy, as an economic evil,” he | 
said. “It is the fashion to cry 
‘Waste!’ without ascertaining what | 
constitutes waste in modern econ- | 
omy. 

“This is a natural reaction to the | 
recent past. Yet we have much to) 
learn before we will know how much | 
of what we call wasteful is non-pro- | 
ductive of social good. We have yet 
to establish how much of the so- 
called waste goes into service, into 
labor, and into the enrichment of 
the material and cultural standards 
of the great masses of our popula- 
tion. 

“A two billion dollar business, 
such as that of advertising, which 
has trained tens of millions of 
Americans in certain everyday 
habits which go with their everyday 
needs cannot be dismissed lightly. 
Advertising is not an accident or the 
product of a few adventurous minds. 
There must have been something 
basic in the complex development of 
our gigantic economy; 
have been something indigenous to 
the spontaneous development of our 
fabulous continent, which dictated 
and conditioned the rise of modern 
advertising.” 

The answer, according to Dr. 
Moley, is that advertising is the log- | 


| waste-basket of history. But we all 


there must| J 


ical outgrowth of modern production 
and consumption. 

“When advertising is condemneq > 
as an evil,” he continued, “it is usy. 
ally forgotten that its parent is mod./ 
ern industry. It would be more fit. 
ting to describe the modern system 
of production and consumption as a 
prime evil. 

“Indeed, there are some who fol. | 
low in the footsteps of Rousseau an@ 
Tolstoy, and who would have us go 
back to nature, back to the prini. | 
tive, away from the machine. They | 
would have us scrap all the mar. 
velous devices which man has ip. 
vented, if only because we have not | 
yet discovered the direct road to 
plenty for everybody. 


| 


Asks New Leadership i 


“If we were to turn back upon in- 
dustrial civilization, if we were to 
give up the job of readjusting it as 


|a forlorn hope, then advertising, to- 


gether with all the other services 
which the modern age has produced, | 
would indeed be consigned to the 


recognize this is not only undesir- | 
able but impossible.” 

Concluding his address, Dr. Moley 
suggested the advertising profession 
perform a priceless service by at- 
tacking in a constructive spirit the 
vital problems which other organs of 
public opinion have ignored. 

“The advertising profession has | 
been leading and influencing public 
opinion for many years,” he asserted, | 
“It can take the lead again in tack- 
ling the questions of under-consump- | 
tion and mass purchasing power. 
Those who take their cue from ad- 
vertising are sure to follow suit.” 


Weller’s New Work | 


Fred Weller, formerly sales man- 
ager of the Warwick Chemical Com- 
pany, industrial chemists of West 
Warwick, R. I., has been named gen- 
eral sales manager of the Central 
Engraving Company, Hawthorne, N. 


Pass Tax Measure 
The Baird chain store tax meas- | 
ure, providing for a graduated scale 
of license fees on Kansas chain 


stores, passed the state senate this 
week. 


A DAILY 


1503 


FURNITURE DEALERS 


Cultivate 
This Home Market 


These dealers were included in the 
total of 19,000 local mechants who 
last year advertised in The Chris- 
tian Science Monitor. Their choice 
of this international daily news- 
paper, to reach homes in their 
local trading areas, should be sig- 
nificant to all who market quality 
merchandise, whether nationally 
or locally. 


NEWSPAPER 


FOR 


THE 


CHRISTIAN SCIENCE 
MONITOR 


| 
Published by The Christian Science Publishing Society 


Boston, Massachusetts 


Branch Offices: New York, Detroit, Chicago, St. Louis, Kansas City, 


San Francisco, 


Los Angeles, Seattle, Miami . . London, Paris, Berlin, Florence 
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ADVERTISING AGE 
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OCTOBER ADVERTISING LINEAGE IN FARM PAPERS 
Exclusive of Baby Chicks, Livestock and Classified 


Monthlies 1933 Issues 1932 Issues 
sountry Gentleman ......-.seeeeeeeeeeeceeee 23,372 12,805 
Cappers SS EFF TOTO CCC CT ORCC CTU CT COTS 19,412 10,797 
Successful Farming .......----sseeeeeeeeeees 16,775 10,569 
Country Home ..---eeccccceesccccscccscecees 12,378 8,336 
Progressive Farmer and Southern Ruralist: 

Carolinas-Virginia Edition .............. 12,265 6,932 

Mississippi Valley Edition................ 11,220 5,358 

Tenes MGI cccscccvcccorsvcccessevesss 10,972 6,545 

Georgia-Alabama Edition ...............+. 10,675 6,122 

Kentucky-Tennessee Edition ............. 10,168 4,918 

AYE TORIRIORE cscccc ce svcccrrcscsccersresese 8,158 4,630 
Saditarnin CUPMRIOE osc csisvciecscevereccvess 9,451 9,541 
Southern Agriculturist ........-.:.-eeeeeeeeee 6,715 4,512 
Western Farm Life ......5-sscccseecscessvens 4,045 6,426 
Farm Journal ..ceceeseeecccccccercrrerceeces 3,990 3,809 
ArkansaS Farmer .....-. eee ee reece eee ecreee 3,716 3,878 
Southern Planter ......--::eee eee eee cece eceeee 3,651 3,331 
Wyoming eS 2,971 2,710 
Bureau Farmer ...eeseeeeeece cece cerccecereee 2,107 1,304 
Breeder's Gazette ...... cee ee cece ere eee eres 1,657 ale 2,786 
Florida Grower ......-- eee eee cee ee reece ceeces Poe - 9,483 
Semi-Monthlies 
Farm & Ranch.........ceeecersesccescesecces 10,700 9,429 
Oklahoma Farmer-Stockman ........6+..00005 9,646 9,879 
Missouri Ruralist ......cccccccvccsecevevceece 9,004 7,718 
Kansas Farmer (Mail & Breeze).............. 8,173 11,740 
Hoard’s DalryMman ......cervccccccccevesscees 8,108 5,728 
Montana Farmer 2... sce ccscccccsescvecece 7,870 5,709 
Indiana Farmer’s Guide.............-.seeeee 6,498 5,070 
Apisone PROGUCEP 2c cccccsccccewersrerrecvcers 6,361 4,779 
Missouri Farmer ......--sseceeceesscccsvcves 6,059 5,190 
Utah FOPmer occcccccccccccccescccvecceevesse 5,317 4,614 
Bi-Weeklies 
Wallaces’ Farmer and Iowa Homestead....... 20,823 2 22,116 3 
Farmer and Farm Stock and Home: 

i i ea ees ska s 04 6~Oe aS 13,412 2 20,300 3 

Dakotas-Montana Edition ................ 9,539 2 14,567 3 

Pe RAPT C er ereCCeTrrrirrr ers 1,946 = “Seeee 
MabORERE, DATUIEP on cic ccc s es cees vecesouccenss 12,748 2 19,691 3 

i i 4 ng 606 560K RESO OMR RR ESS 2,565 S~- taees me 
WEAMINGtOR FPUSTRED ocni ce ccccsccosvccvivcsees 12,381 2 12,960 4 
Wisconsin Agriculturist and Farmer......... 11,559 2 17,960 3 
ee ee eg, ee ee 11,433 2 9,796 3 

Loonl Bons AGVOTtusing’. «0.6 60 c ccs vvcsnccse 2,441 2 4,522 3 
Oremon VAFMES 2 oc ccrcccccccecscvcesecevecens 11,235 2 9,470 4 
COGN, CITI NOOOD ook bc casecsccececvedeciae 11,207 2 17,433 5 
Prairie Farmer: 

NN EE ee eee re 10,681 2 23,379 3 

ES POT TCL e ET eT eee eT 9,196 2 13,484 3 
Fee BRST PFT TLC CCT eee 9,073 2 7,749 4 
eee DS. PE REReUEE TIER RCCECRCe Tre Sera 9,062 2 16,537 3 
Pe OD WO. cpa cicw rs 6.b 06000 BOOS ES EES 8,618 2 7,966 4 
New England Homestead..........-....ee0008 8,196 2 9,534 3 
Geie PAPTOE 0060600660 e shes e ers ereewesewnees 6,567 2 7,860 3 
Pennsylvania Farmer .......cseccsccesevscecs 6,424 2 8,538 3 
ee eg |. ee ee ee ee eee 4,965 2 9,312 3 
Weeklies 
po eS Pree eee eT eee eee eee Te eee 22,381 4 21,682 5 
Weekly Kansas City Star: 

NG Me kk a 6 sald s 60'S ow O4- UES 19,007 4 17,654 4 

poe ere er ree eer eee Ta 17,397 4 17,612 4 

Arkansas-Oklahoma Edition ............. 16,571 4 17,668 4 
Semi-Weekly Farm News: 

i Ce ci ce ce kk aes het tees.eanks 9,524 5 3,477 4 

oo ere eer ae Sie eee ee ee 3,809 4 6,456 4 
COBPOP'E WOOF bcc cc ccsccsenceesreerseneere 7,017 4 11,131 5 
Dairymen’s League NewS.......cccersccccccee 2,385 5 2,943 4 


*Not received. 


—National Advertising Records, Published by The Advertising Record Com- 


pany, Inc. 


$900 Wires Get 
Mills $100,000 
Worth of Orders 


Chicago, Nov. 15.—Remarkably | 
effective use of the prospect of infla 
tion as a sales promotion idea is 
reported by the Mills Novelty Com- 
pany, maker of coin-operated devices, 
of which James Mangan is advertis- 
ing manager. 

The company sent out 1,000 tele- 
grams, by Western Union, on Oct. 
26, the day after President Roosevelt 
announced his policy with reference 
to gold purchases. The telegrams, 
costing $900, produced $100,000 of 
cash business. 

The following is the text of the 
wire: 

“Our executive officers now in con- 
ference over price raise due to 
Wednesday government ruling. Octo- 
ber special price list good until Nov. 
1. After that no guarantee against 
Taise. I believe you should protect 
yourself on machines needed now 
and in near future. Wire me your 
order on receipt this telegram.” 

The messages were signed by the 
divisional sales managers for the ter- 
ritories to which the telegrams were 
sent. 


Mrs. Collier Dies 


Mrs. Mary Berry Collier, wife of 
Charles M. Collier, treasurer of 
Barron G. Collier, Inc., and sister-in- 
law of Barron G. Collier, president of 
the advertising company, died at the 
home of her daughter in Rochester, 
N. Y., this week. 


Shumway Has Agency 

R. H. Shumway, Seedsman, Rock- 
ford, Ill, has appointed Phelps- 
Engel-Phelps, Chicago, to handle its 
advertising. Magazines, farm papers 
and mail order publications are 


Restriction 


on 
Advertising of 
Liquor Is Urged 


Atlantic City, N. J., Nov. 15.— 
Pierre S. du Pont, Wilmington in- 
dustrial and civic leader and sole 
liquor commissioner of Delaware, fa- 
vors partial state restriction of 
liquor advertising, but is doubtful of 
its accomplishment. 

He presented his views to the Na- 
tional Conference on Government 
here during its forum on methods of 
liquor control. Some 125 represen- 
tatives of six national organizations 
of governmental experts were pre- 
sent, considering control methods to 
be adopted by states. 

“If it is desirable to prevent the 
growth of the liquor traffic,” Mr. du 
Pont said, “we should prohibit ad- 
vertising—and this is about the only 
prohibition that can be readily en- 
forced, as it carries its own proof of 
violation wherever seen. 

“The tremendous amounts of 
money continually spent in general 
advertising demonstrate beyond 
question the value of this medium 
for increasing sales of any article. 

“However, some kind of liquor ad- 
vertising national in scope may as 
well be conceded. The broadcast, the 
daily journal and the magazine can- 
not be excluded practically, since 
they enter the state from outside its 
borders. Our record of enforcement 
of prohibition shows the futility of 
trying to forbid advertising by mail. 

“At any rate, electric sign, bill 
board and similar advertising should 
not be permitted at present.” 


Bathrick with NBC 


Don U. Bathrick, formerly with 
General Motors, has been appointed 
NBC district manager in Detroit. 


being used. 


Offices are in the Fisher Building. 


THE TALE OF A BROADSIDE VS. 
THREE LITTLE BLONDES! 


BUT WHEN THE CAM- 

PAIGN STARTED—this 

little blonde came in the 
first day 


This 


one came in the 
second day 


And this little girl came 
in the third day 


LL the pages of the advertising port- 
folio, all the ‘‘compelling sales producing 
advertisements” — all the tremendously im- 
pressive circulation figures in the world can’t 
get the dealer action that is produced with 
three or four calls for the merchandise. 


An “‘over-bought’’ dealer 
frantically calls his 
jobber 


They are fond of the magazines of the 
Romance Group . . they believe in them, 
respond to them. The most convincing 
testimony to this effect is the keyed copy of 
leading national advertisers who buy on 
facts, not impressions. 


The Romance Group can produce sales. Its 
million or more readers are virtually all young 
women of the impressionable age—around 24. 
They spend $20,000,000 a month for upkeep 
—for things that contribute to their personal 
appearance and for things that they like 
and want. 


They know—the greatest dealer influence 
in the world is sales—not a schedule. 


ROMANTIC TWENTIES 
1100,000 FOR 
( Guaranteed ) 


$1760 A PAGE 


..... AMERICAS MOST 
RESPONSIVE BUYING 
AUDIENCE 
e 


ae, 


' 


TRUE ROMANCES*... TRUE EXPERIENCES*... LOVE and ROMANCE* 


459,281 254,475 161,312 


MOVIE MIRROR{ ... RADIO MIRROR{ 


200,000 100,000 


*Current Circulation +Guaranteed Circulation 
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ADVERTISING AGE 


November 18, 1933 


REGISTRATION AT 
ALN. A. MEETING 


Washington, D. C., Nov. 16—The| 
complete registration of members 
and guests at the annual meeting of 
the Association of National Adver- | 
tisers, which closed here yesterday. | 
follows: 


Members 
R. A. Applegate, E. 1. du Pont de 
Nemours & Co. 
S. KB. Baldwin, Willard Storage Bat- 


tery Company. 


A. K. Barnes, Armstrong Cork Com- | 
pany. | 

David M. Bauer, Atwater Kent Mfg. | 
Company. 

J. C. Bebb, Otis Elevator Company. | 

William H. Berg, Health Products 
Corporation. 

Robert V. Beucus, Andrew Jergens) 
Company. | 

7. Bissell, International Nickel | 
Company. 

S. Dunean Black, Black & Decker 


Mfg. Company. 

Robert E. Black, Black & Decker Mfg. 
Company. 

John Bogert, Lever Bros. 

Arthur H. Boylan, Drackett Chemical | 
Company. 


M. A. Braswell, R. J. Reynolds To-| 
bacco Company. | 
Lee H. Bristol, Bristol-Myers Com- | 


pany. 
Allan Brown, Bakelite Corporation. 
Irving Brown, Nashua Mfg. Company. | 
A. O. Buckingham, Cluett, Peabody & | 


0. 
H. F. Bulkley, Union Carbide & Car-| 
bon Corporation. } 
T. L. Burch, Borden Sales Company. 
B. B. Caddle, Copper & Brass Re- | 
search Association. 
c. C. Carpenter, Johnson & Johnson, | 


ne. 

Edw. T. Caswall, 
pany. | 

Harry H. Caswell, W. F. Young, Inc. | 

Lyman Chalkley, Jr., Bristol-Myers 
Company. 

Cc. P. Clark, General Shoe Corpora- 
tion. 
Frank H. Cole, Peter Handerson. 

D. K. Colvin, The Hoover Company. 

G. C. Congdon, Jones & Laughlin Steel 
Corporation. | 

Thomas T. Cook, American Telephone | 
& Telegraph Company. 

Ken R. Dyke, Colgate-Palmolive-Peet 
Company. 

Walter Daily, General Electric Com-| 
pany. 

Thos. D. Darlington, Hercules Powder | 
Company. 

James Decesare, Health Products Cor- 
poration. 

N. Dingee, Electric Storage Bat- 


The Climalene Com- | 


tery Company. 


S. R. Drabble, Borden Company. 
T. F. Driscoll, Armour & Co. 


J. W. Dunbar, General Electric Com- 
pany. 

Paul Ellison, Hygrade Sylvania Cor- 
poration. 

c, F. Farnham, American Stove Com- 
pany. 

Gates Ferguson, Postal Telegraph & 
Cable Company. 

T. C. Fetherston, National Carbon 
Company. 

Robert H. Flaherty, Anheuser-Busch, 
Ine. 

R. J. Flood, Gulf Refining Company 

A. Ellis Frampton, Hammermill Paper 


Company. 


kK. L. Gouedy, Eagle-Picher Lead Com- 
pany. 

Harry E. Green, RCA-Victor Com- 
pany. 


Philip C. Handerson, 
Rubber Company. 


B. F. Goodrich 


E. C. Harrington, Du Pont Rayon 
Company. 

Wm. A. Hart, E. I. du Pont de Ne- 
mours & Co. 

Thomas Edward Hicks, Johnson & 
Johnson, Inc. 

E. Kenneth Hunt, Champion Coated 
Paper Company. 

Harry M. Ireland, Health Products 


| Corporation. 


H. V. Jamison, American Sheet & Tin 
Plate Company. 

Hart Johnston, The Wander Company. 

Turner Jones, Coca-Cola Company. 

P. J. Kelly, B. F. Goodrich Rubber 
Company. 

R. D. Keim, E. R. Squibb & Sons. 

Joseph M. Kraus, A. Stein & Co. 

Kenneth Laird, The Western Company. 


Chester H. Lang, General Electric 
| Company. 

Leon 8. LaPorte, Foster-Milburn 
Company. 

. C. Lawton, Loose-Wiles Biscuit 
Company. 

W. H. Leahy, Dennison Mfg. Com- 
pany. 

Ralph Leavenworth, Westinghouse 


Electric & Mfg. Company. 
M. H. Leister, Sun Oil Company. 
Walter Lingle. Procter & Gamble. 
Lucien Locke, Ethyl Gasoline Cor- 
poration, 
Theodore 
Company. 
Wm. H. Mathes, Johnson & Johnson. 
Sidney Matz, Ex-Lax, Inc. 
D. W. Meservey, Du Pont Cellophane 
Company. 
Herbert Metz, Graybar Electric Com- 


Marvin, Hercules Powder 


pany. 

George Mott, Zonite Products Com- 
pany. 

D. H. Mudge, Libby, McNeill & Libby. 

Allyn MclIntire, Pepperell Mfg. Com- 
pany. 

c. B. Nash, American Radiator «& 


Standard Sanitary Corporation. 
William K. Opdyke, Warren Telechron 
Company. 
Elliott McEldowney, 
herty Company. 
Willard A. Parker, Carleton & Hovey 
Company. 
Stuart Peabody, The Borden Company. 


Henry L. Do- 


-there 


buying mood. 


World-Herald. 
11% pages in 


you. 


MARKET / 


$97,000.00 Sales in 1 Day 
by The Brandeis Department Store 


Are folks buying in Omaha? 


An Omaha department store put on a special 
one day sale recently. 
dicted “We'll sell $40,000 worth.” 
sold more than $97,000 worth—in 1 day! 


Here’s the answer. 
is certainly on the “GO.” 
(2) The store used plenty of 
advertising in Omaha’s great newspaper—the 


4 pages in the second newspaper 


The World-Herald can do a great job for 
It covers thoroughly one of the coun- 
try’s most active markets — Omaha and 
Nebraska and southwestern lowa. 


FOR THE FACTS. 


@in CIRCULATION 
@in Local, National and 
Classified ADVERTISING 


LISTEN! 


The president pre- 
BUT—he 


(1) The Omaha market 


Folks are in a 


the Omaha World-Herald 


WRITE 


OMAHA WORLD-HERALD 


Omara & Ormssee, Inc. 


725 VoasNr Nebraska:s HOME Newspaper 


National Representatives 


HERE'S A REALLY HUMAN HEADLINE 


Wl, yubldigg bil Woldigy swbilit, Salil, 


Claudius G. Pendill, Towle Mfg. Com- 
pany. 


Cc. V. Hickering, Aetna Life Insurance 
Company. 
John H. Platt, Kraft-Phenix Cheese 


Corporation. 

Grafton B. Perkins, Lever Bros. 

Charles H. Pinkham, Lydia E. 
ham Medicine Company. 

Ben N. Pollak, Richfield Oil Corpora- 
tion. 


Pink- 


Roger A. Poor, Hygrade Sylvania 
Corporation. 

A. T. Preyer, Vick Chemical Com- 
panv. 


Arvhur H. Reddall, Equitable Life As- 
surance Society of America. 


Cc. i. Reisner, De Laval Separator 
Company. 
Elizabeth H. Rice, Warner Brothers 


Company. 
H. W. Roden, Johnson & Johnson. 
Paul Ryan, Shell Petroleum Corpora- 
tion. 
Ww. 
pany. 
John C, 
pany. 
Frank K. 
Rubber 
L. G. 
John 


L. Schaeffer, National Tube Com- 


Spooner, The Viscose Com- 
Starbird, Firestone Tire & 
Company. 

Stevens, Borden Company. 

E. Stewart, Borden Company. 

J. A. KE. Tatham, Bauer & Black. 

H. B. Thomas, Centaur Company. 
Theodore Thorsen, Viscose Company. 


W. W. Tomlinson, Scott Paper Com- 
pany. 

H. M. Warren, National Carbon Com- 
pany. 

Harry C. Welch, Borden Company. 

Oscar R. Westgate, Atlantis Sales 
Company. 


pany. 

Stanley Withe, Aetna Life Assurance 
Society of America. 

William A. Wolff, Western Electric 
Company. 

Cc. I. Wood, Thomas J. Lipton, Inc. 

J. P. Woodlock, B. F. Goodrich Rub- 
ber Company. 

John P. Young, Armstrong Cork Com- 
pany. 

Guests 


Francis D. Carborun- 
dum Company. 


Charles Chamberlain, Jenkins Bros. 


Bowman, The 


G. N. Cramer, Goulds Pumps, Inc. 
R. Davison, New Jersey Zinc Com- 
pany 


Frank G. Hall, The Murine Company, 
Inc. 

Ralph J. Levy, Polk Miller Products. 

Edward H. Gunts, Polk Miller Prod- 
ucts, 

W. 
pany. 

DP. G. WW, 
Company, Inc. 

D. T. Poole, American Sugar Refining 
Company. 

BE; A, 
Inc. 

John Swenehart, Atlas Powder Com- 
pany. 

Leon H. A. Weaver, The Superheater 
Company. 

Warren C. Agry, Good Housekeeping. 

Wilbur L. Arthur, Paul Block & As- 
sociates. 

J. William Atherton, Atherton & Cur- 
rier, Inc. 

Lucile Babcock, Tower Magazines. 


T. Moffat, Kendall Refining Com- 
McFatrich, The Murine 


Siegel, The Murine Company, 


C. S. Bailey, Liberty. 
BE. J. Bannvart, Cecil, Warwick & 
Cecil. 


John Benson, American Association of 
Advertising Agencies. 


Elmer T. Wible, Pittsburgh Steel Com- | 


Two Treats that Satisfy Modern Tastes! 


3s 


—and Warner Bros? glittering, modern, musical extravaganza 


“FOOTLIGHT PARADE" 


Dir 


HH] 


uli’ SILA STR SOL 


TREAT YOURSELF TO EASTSIDE—THE BEER THAT REALLY EXHILARATES ! 


Full-page advertisement for Los Angeles Brewing Company which 
appeared in local papers last week. 
which the name of the brew is spelled out. 


Note the unique manner in 


Mortimer Berkowitz, American Weekly. 
Ray Bill, Sales Management. 
Howard Black, Time, Inc. 
Fred Bohen, Meredith Publishing Com- 
pany. 
Charles J. 
ciates. 
Theo. Lee Brantly, Collier's Weekly. 
Vernon Brooks, New York World Tele- 


Boyle, Paul Block & Asso- 


gram, 
John R. Buckley, Cosmopolitan. 
Walter P. Burn, Bureau of Advertis- 
ing, A. N. P. A. 
Walter H. Burnham, Doremus & Co. 
H. A. Canda, Batten, Barton, Durstine 


& Osborn. 

Dan A. Carroll, Dan A. Carroll. 

Basil T. Church, Whitlock & Co. 

A. L. Cole, Popular Science Monthly. 

B. A. Collins, Cleveland Plain Dealer. 

Ensign W. Conklin, Verree & Conklin, 
Inc. 

Aglar Cook, 
pany. 

Norton Cotterrill, World Broadcasting 
System, Inc. 

Roy Dickinson, Printers’ Ink. 


Topics Publishing Com- 


B. L. Dombrowski, American Legion 
Monthly. 

Ned Doyle, Cosmopolitan. 

Frederic R. Gamble, American Asso- 
ciation of Advertising Agencies. 

Norman W. Geare, Geare, Marston, 
Inc. 

L. W. Gillette, National Geographic 
Magazine. 


Edward L. Greene, 
Business Bureau. 

R. O. Eastman, R. O. Eastman, Inc. 

Lee Ellmaker, Pictorial Review. 

Wm. I. Englehart, Tower Magazines. 

P. M. Fahrendorf, Jeweler’s Circular. 

A. T. Falk, Advertising Federation of 
America. 


National Better 


A. J. Fernandez, Curtis Publishing 
Company. 
H. E. Fisk, Outdoor Advertising As- 


sociation of America. 
Eugene Forker, New York American. 
George Fowler, Newell-Emmett Com- 
pany. 
Cc. W. Fuller, Fawcett Publications. 


K. S. Fulton, Outdoor Advertising, 
Inc. 
A. C. G. Hammesfahr, Metropolitan 


Sunday Newspapers. 

Herbert T. Hand, Jr., Batten, Barton, 
Durstine & Osborn. 

Walter Hanly, Ferry-Hanly Advertis- 
ing Company. 

Ray H. Haun, Curtis Publishing Com- 
pany. 

Edward F. Healey, Review of Reviews. 

Fred A. Healy, Curtis Publishing Com- 
pany. 

Joseph Katz, Joseph Katz Company. 

Geo. W. Kleiser, Outdoor Advertising 
Association of America. 

Edgar Kobak, McGraw-Hill Publish- 
ing Company. 

W. C. Krause, Ralph H. Jones Com- 


Cc. L. Landon, J. M. Mathes, Inc. 


S. R. Latshaw, Butterick Company. 
S. S. Larmon, Young & Rubicam. 


A. R. Leininger, Parents’ Magazine. 

Gilbert Lucas, New York Theatre Pro- 
gram Company. 

F. W. Lines, Walker & Co. 

Atherton W. Hobler, Benton & Bowles, 
Ine. 

F. T. Hopkins, National Outdoor Ad- 
vertising Bureau, Inc. 

J. M. Hopkins, Advertising € Selling. 

A. W. Howland, Howland & Howland. 

T. G. Hubbard, Kimball, Hubbard & 
Powel, Inc. 

W. S. Huchincloss, Oil, Paint € Drug 
Reporter. 


Batten, 


M. Hufnagel, 
stinue & Osborn. 
BE. J. Hughes, Washington Post. 
L. Irvin, Cleveland Press. 
. Johnson, Time, Ine. 
. B. Mathewson, Major Market News. 
papers, Ine. 
Clair Maxwell, 
pany. 
J. Paul Maynard, Christian Herald. 
F. H. Meeker, Washington Post. 
D. L. Meulendyke, Marschalk & Pratt, 
Inc. 
Carroll Merritt, Charles Scribner Sons, 
Dwight M. Mills, Business Week. 
Herbert W. Maloney, Paul Block 
Associates, 
Ralph R. Mulligan, R. R. Mulligan. 
Geo. E. Munro, Christian Science Mon- 
itor. 


Barton, Dur. 


Life Publishing Com. 


& 


Charles E. Murvan, Mello-Glo Com. 
pany 
L. Kk. MeGivena, New York News. 


H. W. MeGraw, McGraw-Hill Publish. 
ing Company. 


R. H. McKinney, J. P. McKinney & 
Sons. 
Ek. H. McHugh, International Maga- 


zine Company. 

Ss. F. Nelson, Fawcett Publications, 

John Nichols, Popular Science Monthly, 

Malcolm Niebuhr, Outdoor Advertising 
Ine. 

John E. O'Mara, O'Mara & Ormsbee, 
Ine. 

James O'Shaughnessy, Outdoor Adver- 
tising, Inc. 

Eugene MacLean, Washington Post. 


T. D. Palmer, New York Times. 

Chas. C. Parlin, Curtis Publishing 
Company. 

H. J. Payne, Associated Business 
Papers 

Carl Perey, Carl Perey, Inc. 

J. M. Peterson, Scripps Howard News- 
papers. 

Guy C. Pierce, Roche, Williams & Cun. 
nyngham. 

A. L. Poorman, Providence Journal. 


Nelson P. Poynter, Washington News. 
Charles Presbrey, Frank Presbrey 
Company. 


(|. I. Putnam, T. A. Klein, Ine. 

k. H. Randolph, Paul Block Asso- 
ciates, 

Carroll Rheinstrom, Liberty. 

Wallace C. Richardson, Wallace C, 
Richardson, Ine. 

k. F. Riebetanz, Van Sant, Dugdale & 
Co., Ine. 

B. W. Robbins, General Outdoor Ad- 
vertising Company. 

William F. Rogers, Boston Evening 


Transcript. 

Walter Rompel, Hearst Newspapers. 

Norman P. Rose, Christian Science 
Monitor. 

Thos. L. L. Ryan, Pedlar & Ryan. 

Naomi Donna Shaw, Fairchild Publi- 
cations, 

Geo. P. Shutt, Architectural Forum. 

W. W. Smith. Pictorial Review. 

Donald D. Sperry, Good Housekeep- 
ing. 

John C. Sterling, McCall Company. 

Rodney B. Stuart. 

Edwin A. Sutphin, 

Douglas Taylor, Printers’ Ink. 

E. B. Thompson, Nation’s Business. 

E. W. Timmerman, Good Housekeep- 
ing. 

Harry Tipper, Visomatic Systems, Inc. 

Ralph Trier, New York Theatre Pro- 
gram Company. 

E. R. Weadon, Pictorial Review. 


New York Sun. 


L. A. Weaver, Stuyvesant Publica- 
tions. 

Franklin C. Wheeler, Hearst News- 
papers. 


Richard T. Whitney, Redbook Maga- 
cine. 

Victor Whitlock, United States News. 

Karl M. Wilson, National Geographic 
Magazine. 

Trell W. Yocum, Young & Rubicam. 


Edwin E. Zoty, Macfadden Publica- 
tions. 
John Karol, Columbia Broadcasting 


Company. 
Paul W. Keston, Columbia Broadcast- 
ing Company. 
Florence E. Clotworthy, 
of Canadian Advertisers. 
Harold Monahan, ADVERTISING AGE. 
Herbert Stephen, New York Post. 


Picks Cole & Meyers 
Golf Illustrated, New York, has 
appointed Cole & Meyers, Chicago, as 
western representatives. 


Association 


i 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 Se. Desplaine St. 


and 34 other cities 


Nov’ 
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ADVERTISED IN 
ONLY 20 STATES 


(Contined from Page 1) 
port says, with some holding that 
advertising may go into the six 
states which are dry but which have 
no specific prohibition on advertis- 
ing, while others hold the contrary 
opinion. The matter of newsstand 
sales in dry territory is also up in 
the air, his report says, and it is 
possible that these questions can be 
solved only by legal action. 

“As the matter now stands,” the 
report continues, “the Post Office De- 
partment has not yet issued any gen- 
eral instructions to postmasters tell- 
ing them what can and what cannot 
be accepted, but the department must 
comply with the Reed law and pub- 
lish such a statement, and will do 
it soon. 

“The indications are that they will 
definitely deny to periodicals con- 
taining liquor advertisements the 
use of the mails to 21 states and 
the District of Columbia, and will 
possibly include the _ territorial 
possessions. They may also include 
the six states in group B. 


Makes Special Rulings 


“This raises the question as to 
how a publisher with national circu- 
lation can meet this situation, as the 
Post Office regulations provide that 
all subscribers’ copies must be iden- 
tical. However, the Post Office De- 
partment has agreed to allow sepa- 
rate editions containing liquor ad- 
vertisements where they are per- 
mitted in the mail and to permit 
publishers to either leave those 
pages out of their copies going to 
unmailable states or leave the pages 
blank. 

“As a final concession, they have 
now agreed to allow the substitution 
of other copy on those pages. This, 
naturally, should be advertising 
copy. But no publisher would sell 
space restricted to the 21 wet states; 
therefore, such pages could be util- 
ized for house advertising, such as 
solicitation of subscriptions or no- 
tices in connection with the publi- 
cation itself. 


Assessment Difficulties 


“This last permission has been 
granted because of the difficulty that 
would be encountered in attempting 
to assess proper postal charges on 
advertising copy in part of the issue 
and on blank pages in the balance. 
The department might even assess 
advertising rates on the blank pages 
if they replace advertising copy in 
part of the issue.” 


New Officers to 


Production Men 


To Be Installed 


New York, Nov. 16.—An installa- 
tion dinner dance will be given Sat- 
urday evening by the Production 
Mens’ Club of New York celebrating 
its second anniversary. 


| Officers to be installed are S. H. 


Weber, J. Walter Thompson Com- 
pany, president; Valentine Spiegel, 
Lord & Thomas, vice-president; 
Ralph Troiano, Charles W. Hoyt 
Company, Inec., treasurer; and Ed- 
ward Marks, The Blackman Com- 


| Pany, secretary. 


} 
} 


| 


Plan Expanded Program 


The new executive board consists 
of these officers and Fred Wilson, 
Erwin, Wasey & Co.; William Pruess- 
her, Kenyon & Eckhardt, and Ernest 
Donohue, Batten, Barton, Durstine & 
Osborn, Ine. 

Next year’s program, representing 
| @& expansion over previous activi- 

ties, provides for discussion of me- 
chanical problems by club members 
' and guest speakers associated with 
_ Advertising, with social events inter- 
| SPersed. Starting with 20, the club 
| now has 40 members. 


Distribution 
Costs Must Be 
Shaved—Howe 


Washington, D. C., Nov. 15.—‘Next 
to getting more money in consumers’ 
pockets, one of the major problems 
of recovery is to cut out all wastes 
in distribution so that consumers 
will have to pay as little as possible 
for what they buy, and yet increas- 
ing payments to workers and farm- 
ers will be allowed for,” Dr. Fred C. 
Howe, consumers’ counsel of the 
AAA declared today in releasing the 
latest issue of the “Consumers 
Guide.” 


“Our problem now is to see that 


the cost of preparing and getting 
food from farmers to consumers does 
not advance more than the increases 
in pay to workers and the slight 
amount added by processing taxes 
which go to the farmer,” he said. 
“Our further goal should be to shave 
down all other costs as much as pos- 
sible through greater economies and 
efficiencies.” 

Food processors’ and distributors’ 
margins halted their upward swing 
in October but were still consider 
ably higher than in the early months 
of the year, according to Dr. Howe’s 
report. 


St. Louis Club 


Has Gridiron Dinner 


Living up to the high standard set 
by the first gridiron dinner of Ad- 


vertising Club of St. Louis, the sec- 
ond affair was held at the Jefferson 
Hotel, Nov. 13, with some 325 mem- 
bers of the club joining in the roast- 
ing given to everybody and every- 
thing. ! 

E. H. McReynolds, Missouri Pa- 
cific Lines, president of the club, and 
Hubert J. Echele, Warwick Typog- 
raphers, took turns in wielding the 
gavel. Mayor Dickman and Strick- 
land Gillilan, well known humorists, 
were among the guests. 


Advertising Women to 


Hear Color Experts 

F. G. Cooper, artist; Arthur S. 
Allen, color consultant, and Joseph 
Givner, of Sears Roebuck & Co., will 
speak at the dinner meeting of the 
Advertising Women of New York, 
Inc., Nov. 21 at the Advertising Club. 
Mr. Cooper (F. G. C.) will discuss 


color language. He is co-author of 
the “New Munsell Book of Color,” 
and a creator of decorative, humor- 
ous maps, though best known as a 
cartoonist. 

Mr. Allen, package designer and 
product stylist, will speak on “Color 
Roughs.” Mr. Givner’s talk will be 
based on his experience in the use of 
color in department store and mail 
order merchandising. 

Katherine C. Adcock, the March- 
banks Press, dinner chairman, is 
in charge of reservations. 


Joins Hudson-Essex 


Glen Bannerman, formerly with 
Ronalds Advertising Agency, To- 
ronto, has been appointed assistant 
sales manager in charge of adver- 
tising and retail sales development 
of Hudson-Essex of Canada Limited, 
Tilbury, Ontario. 


Other Visomatic Uses 


“The Illustrated 
Voice of Business” 
is not limited to 
the application of 
helping salesmen 
make better pres- 
entations. It is 
just as effective in 
a dozen other ap- 
plications: 
Training 

salesmen. 
Training salesmen 

for jobbers, deal- 
ers and retailers. 
Merchandising 
sales and adver- 
tising plans to 
units of market. 


house 


many other appli- 
cations. 


duction. 


Ask what Industrial 
establishing a new product. 

It is effective—Visomatic has got to be good 
when one-third of all leading national advertisers 
have adopted it in rapid succession. 
booklet of accomplishments. 


It is simple— anyone can operate it without 
practice. 


conception of Visomatic. 
era medium deliver its own message right in your 


own office. The demonstration will be conducted 


VISOMATIC’S ADVANTAGES 


It is inexpensive—1/10 the cost of a film pro- 


Ask for a quotation at once. 


Take rospects 3 Lang 
‘iowna “i me by a Western Union messenger, if you prefer. 
office, and plant. Ask to see and hear the production, 
Educating buyers “Something New Has Hit the Selling 
in proper use of World,” or write for booklet of accomplish- 
product or serv- ments. 
ice. 
Write for book- 
let — it contains 


Send for 


It is quick— you can have a Visomatic produc- 
tion working its head off for you in ten days. 
Alcohol accomplished in 


of its own. 


Western Union messenger will demonstrate in 
your private office. 
No printed description can give you an adequate 
See and hear this new 


O ANY SALES EXECUTIVE 
CONTEMPLATING THE USE 


OF INDUSTRIAL MOVIES OR 


SLIDE rums, V1 Say. : 


EFORE you make a decision 
to purchase industrial movies 
or any form of visual or sound 
equipment, you owe it to yourself 
and to your company to invest- 
igate Visomatic, ‘“The I]lustrated 
Voice of Business. ”’ 


Visomatic is a fascinating inven- 
tion, which combines the best 
features of all visual and sound 
methods of presentation, and in 
addition has distinct advantages 
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Red Star Loses Anderson; 
Adds Two to Personnel 


A. B. Anderson has resigned as 
vice-president and sales manager of 
Red Star Milling Company, Wichita, 
Kansas, an associate company of 
General Mills, Inc. 

R. G. Attridge, now with the Gold 
Medal Flour Company of Oklahoma, 
will become director of sales of Red 
Star, and will be succeeded at the 
former company by A. C. Strong. 

S. L. Knox, sales manager of Great 
West Mill & Elevator Company, 
Amarillo, Texas, to be succeeded by 
Clyde C. Smith, will be sales man- 
ager of Red Star. These changes 
are effective Dec. 1. 


To Make Annual Award 

The Advertising Club of Indian- 
apolis plans to make an award annu- 
ally for the best civic or community 
advertisement, in memory of Russell 
C. Rottger, former club president, 
who died Oct. 10. 


Hoyt Aids Charity 
Winthrop Hoyt, president of the 
New York agency, has been named 
chairman of the advertising division 
of the New York Citizens Family 
Welfare Committee. 


Ml 

Tre Drug business 
defies depres- 
sion." There are 
many reasons — 
but effective use 
of the dealer's 
window is by no 
means the least! 


ee 
EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 


Specralizing 


” window o 


store display 


re LS 
STARR & BORDEN AVES, LONG ISLAND CITY, NEW YORK 


It's “Right” Because 
It Knows Completely 
The Field in Which 


It Serves 


It—The Architectural Record— 
is published by F. W. Dodge 
Corporation, parent organization 
not only of The Record but of 
Sweet’s Catalogue File, Dodge 
Reports, Dodge Statistics, Record 
and Guide and other services em- 
bracing the entire building in- 
dustry. Obviously these connec- 
tions and the knowledge of the 
entire field gained through them, 
help tremendously in editing a 
magazine of timely, practical 
value to architects. Making it 
a more virile, productive adver- 
tising medium. 


The Architectural Record 
119 West 40th St. New York 


was a small man, but he 
had a “whale” of a per- 
sonality that put him over 
for all time .... A small 
advertisement, too, can 
have personality that 
dominates its larger 
brethren . . Let us show you. 


Ben C. Pittsford Co. 
605 So. Clark St., Chicago 
Telephone Wabash 0585 


Typographers 


| 
| 
| 
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TUGWELL BILL 


MAIN TOPIC AT 
A.N. A. MEETING 


(Continued from Page 1) 


bert E. Haase, consultant to the 
A.N.A., the latter discussing codes 
relative to advertising. 

Mr. Bristol said that work on the 
association’s agency study had pro- 
gressed to the point where he was 
safe in saying the result would be as 
comprehensive as had been hoped 
and that it would be valuable to all 
advertising interests, as well as to 
advertisers. He did not say when 
the study would be completed, but 
promised that all interests concerned 
would have the opportunity to re- 
view the work and make suggestions 
before publication. 

Other committee reports were made 
by Mr. Dyke, chairman, copy testing 


‘committee, and Mr. Jones, head of 


the committee in charge of the Out- 
door Traffic Bureau. Dr. Miller Mc- 
Clintock, director of the Albert Rus- 
sel Erskine Bureau for Street Traffic 
Research, of Harvard University, de- 
scribed results of the bureau's re- 
search over the past year. 


See Great Harm 


It was understood that Monday’s 
general meeting was devoted chiefly 
to the Tugwell bill, and the fact that 
no resolution or release revealing the 
association’s present stand was 
forthcoming was held to indicate 
more or less difference of opinion. 

Members queried by ADVERTISING 
AGE admitted generally that if the 
bill as it is now written should be- 
come law both advertisers and adver- 
tising would be greatly harmed. 

Apropos of attitude, many won- 
dered if they were remiss in not 
cooperating more closely with the de- 
partment of the administration spon- 
soring the proposed legislation. They 
pointed out that their collective ex- 
perience in business and in applying 
present food and drug regulations 
assures a practical viewpoint which 
administration officials are not quali- 
fied to assume. 

If the report that Professor Rex- 
ford Guy Tugwell repeatedly refused 
to address the meeting, in spite of 
the offer of a time to suit his con- 
venience and the privilege of saying 
what he chose, is true, it is evident 
that advertisers might not have full 
opportunity to assist the administra- 
tion in working out its problems just 
at this time. 

A feature of this convention has 
been the proof it has afforded of the 
rapidly growing spirit of cooperation 
and helpfulness on the part of all 
advertising interests, an objective to- 
ward which the A.N.A. has steadily 
directed its energies with results 
more and more satisfactory. 


Organizations Cooperate 


The present state of affairs in this 
respect was partial explanation of 
the size and representative character 
of the attendance. Conferences be- 
tween representatives of the A.N.A. 
and other organized advertising 
groups were more numerous and, ap- 
parently, more fruitful than ever 
before. 

The problem to which the mixed 
groups unquestionably gave the most 
thought was how to resolve the many 
uncertainties which make planning 
for short periods difficult and long- 
term planning impossible. No an- 
nouncements were forthcoming, but 
real progress was made in deciding 
upon possible courses of action. 

Members separated in the evening 
to attend the two departmentals on 
radio advertising and industrial ad- 
vertising. No speakers or committee 
reports were scheduled, the time 
being used for an interchange of ex- 
periences. 

The radio group discussed at length 
methods of combating the multiple 
commission evil on time and talent. 
The industrial advertisers voiced 
their disapproval of the practice of 
supporting advertising rackets, such 
as space in employe magazines and 


IS A. N. A. OFFICER 


Turner Jones, vice-president, Coca- 
Cola Company, who was elected 
first vice- wae of the Associa- 
Advertisers. 


tion of National 


programs, out of the advertising ap- 
propriation. 


Asks Tests of Testers 


A. T. Preyer, Vick Chemical Com- 
pany, presided at the Tuesday morn- 
ing session, devoted principally to 
talks and discussion on copy testing. 

Dr. Henry C. Link, Psychological 
Corporation, and Dr. George Gallup, 
Young & Rubicam, Inc., agreed there 
is no royal road to success in copy 
research and put emphasis on the 
necessity for beginning a copy test- 
ing plan with a test of copy testing 
methods. 

“Make frequent studies of your 
consumers, both actual and poten- 
tial,” said Dr. Link. ‘Let them be 
small studies but make them often. 

“See that they are scientific, un- 
prejudiced, unless you want to kid 
yourself. If you really know the in- 
terests and habits of consumers be- 
fore you advertise, you won’t have to 
worry so much about advertising 
tests later. 

“To make advertising successful, 
it is necessary to find a need or an 
interest common to a large enough 
group of people, make that interest 
your theme, and relate your product 
to that interest.” 

Dr. Link said that one of the most 
successful campaigns tested by his 
organization is that of Lever Bros. 
Company for Lux soap, which em- 
ployed the theme, “Stop those runs 
in stockings.” 

Six weeks after the first magazine 
advertising on this subject began, 48 
per cent of 1,600 housewives were 
able to identify the product on men- 
tion of the advertising theme. The 
number increased to 54 per cent in 
three months, to 71 per cent in five 
months, and, after an eight-month 
interval, the percentage was 67. A 
different set of consumers were quer- 
ied in each test. 


Test Reactions to NRA 


A consumer NRA reaction test just 
completed by Dr. Link’s organiza- 
tion, indicates that the NRA is hold- 
ing up well in consumer regard, de- 
spite the flood of criticism recently 
released against it. 

Early in October, 2,000 women in 
28 cities were asked if the NRA was 
benefiting them or their communi- 
ties. Half answered in the affirma- 
tive, one-fourth said no and the re- 
mainder had no opinion. A similar 
test conducted last week gave the 
following results: 43.4 per cent, yes; 
28.3, no; 28.3, no opinion. 

The great need in copy research, 
Dr. Gallup said, is indices which will 
represent the true sales effectiveness 
of copy and permit comparisons be- 
tween test results and sales. 

“T have been of the opinion for 
some time that advertisers could 
learn a lot from a study of reading 
habits and interests of consumers,” 
he said, speaking of developments in 
copy research. 


“Many advertisers assume the 


mind of the typical reader turns a 
complete flip-flop when his eye strikes 
an advertisement. They believe that, 
while the reader probably takes 
time to read only the most interest- 
ing news articles and features, he is 
so intensely interested in advertis- 
ing that he reads all of the dull and 
hackneyed stories which advertisers 
frequently tell. 


An Interesting Experiment 


“Actually, I am sure, readers are 
inclined to read about the same type 
of material in advertising columns 
that they read in editorial columns, 
because their choice of reading ma- 
terial is governed by certain basic in- 
terests. It might be illuminating if 
some day a drunken editor were to 
print all news stories and features 
in the form of advertisements, and 
all advertisements in the form of 
news stories and features. 

“The success of the comic strip 
technique, of photographic illustra- 
tions and of small cartoons, was in- 
dicated several years before they 
came into general use in advertising. 
Even in the mechanics of presenting 
advertising ideas, advertisers could 
have profited years ago by following 
the best editorial practices.” 

Asserting that a return to 1929 
consumer purchasing power would 
not mean a return to the 1929 buy- 
ing pattern, Dr. Walter B. Pitkin, of 
Columbia University, told the adver- 
tisers they must find a way to re- 
create or remake the American 
philosophy of living or sales would 
suffer drastically. 

“The unemployed and those em- 
ployed at bare subsistence levels of 
compensation, together with their de- 
pendents, now comprise half our 
population,” he said. “Many of those 
still remaining within the money 
and profit economy have been badly 
poisoned by the Puritan virtue of 
thrift. 

“The study of the consumer today 
involves the study of a pathological 
condition of shock brought on by 
sudden changes in income, work, 
leisure, residence and attitude. 


Must Correct Mental Disease 


“Now your advertising must not 
only sell your goods but correct a 
real mental disease from which con- 
sumers are suffering. I can tell you 
what must be done, but I cannot tell 
you how to do it. To my way of 
thinking the task requires something 
like institutional advertising but 
which goes much, much further.” 

The advertisers interpreted Dr. 
Pitkin’s conclusions to mean that the 
desire to keep up with the Joneses 
would no longer be the powerful 
sales aid it has been, and that as 
consumers who have been living in 
poverty for a long period are again 
supplied with adequate incomes their 
buying is likely to take freakish 
forms. 

Edgar Kobak, vice-president, Mc- 
Graw-Hill Publishing Company, and 
president of the Advertising Federa- 
tion of America, and Kerwin H. Ful- 
ton, president, Outdoor Advertising, 
Inc., called upon to speak at the 
Tuesday luncheon, pledged the full- 
est cooperation of their organizations 
in the solution of problems facing 
all advertising interests. Mr. Bris- 
tol, who presided at this session, 
added a footnote to the effect that 
these pledges were more important 
just now than some members might 
think. 


Gives Inside Story 


Mr. Kobak urged advertisers to 
renew their confidence in the simple, 
common-sense fundamentals to which 
advertising owes its initial success, 
and advised that advertising be writ- 
ten to create markets, rather than 
values. 

Willard M. Kiplinger, Kiplinger 
Washington Agency, gave an off-the- 
record account of what is actually 
going on and about to happen in 
Washington that proved more inter- 
esting and sensational than his re- 
markable talk last year. He an- 
swered questions as fast as they 
could be asked for nearly two hours, 
and the session would have contin- 
ued indefinitely had not Mr. Bristol 
intervened. The only resolution of 
the convention was presented and 


—cc, 
—— 


passed by applause as a gesture of 
appreciation. 

Speaking for publication, Mr. Kip. 
linger, asked if national advertising 
would be curtailed, replied: 

“Some of the administration's 
bright young men think advertising | 
is an economic waste and that lays! 
curtailing it should be gradually 
sought. The government itself wil 
do nothing to curtail advertising. ]f 
it is to be curtailed, it will be be! 
cause of new conditions and natura | 
forces. In the long run, nothing jp 
the new government policies affeet 
the theories behind advertising ma. 
terially. 

“The food and drugs act will be re 
viewed, probably at the next session 
of congress, but with many revisions: 
of the Tugwell draft.” 

Dr. Raymond Moley, editor of 
Today, addressed the convention at’ 
the Tuesday dinner. His talk, re 
ported elsewhere in this issue, re 
vealed sharp differences of opinion 
with respect to advertising between 
Dr. Moley and some of his former 
colleagues of the brain trust. i 


Too Much Reform 


In company with other outside 
speakers, Dr. Melvin T. Copeland, of 
Harvard University, touched upon 
the subjects of paramount interest | 
to the group. 

“I shall not undertake a defense of 
advertising,” he said. “That defects | 
and wasteful practices exist in ad- 
vertising, any fairminded person 
must recognize. But defects and 
weaknesses are common to all our 
human activities and _ institutions, 
not least by any means to the gov- 
ernment itself. 

“Improvements in advertising can 
and should be made, but they cannot 
be achieved by drastic governmental 
action. After 15 years of disap- 
pointing and costly experiment, we 
have learned that the cause of tem. | 
perance cannot be advanced by 
drastic prohibition. The new deal 
would be less bewildering and more | 
promising if it were not attempting 
to incorporate so much of the reform 
spirit of the 18th Amendment in sev- 
eral of its projects.” 

Through a critical review of ad- 
ministration projects and activities, 
Dr. Copeland sought to arouse sup- 
port for those measures which are 
sound and opposition to those which 
are injurious to business. He pre 
dicts the early collapse of the NRA, 
but hopes business men will reor- 
ganize it for the primary purpose of 
improving competitive practices. He 
considers the projects of the agricul- 
tural relief administration particv- 
larly unsatisfactory from the stand 
point of sound economy. 

Members were earnestly asked to 
take immediate steps to prevent the 
carrying out of the administration's 
inflation measures. Dr. Copeland 
declared the securities act is greatly 
hampering recovery by damming the 
flow of capital into industries which 
employ labor. ; 


Appears Unexpectedly 


York, appeared unexpectedly in the 
meeting a few minutes before Dr. 
Copeland concluded, with the re 
quest that he be allowed to answe! 
the criticism of the administration 
Capitalizing on the dramatic possi 
bilities of the situation, he said’ 
frankly he had had no intention to 
appear on the program, but had sud: 
denly changed his mind a few mit- 
utes before when a friend telephoned 
him that Dr. Copeland was speaking 
ill of the administration. 

Representative Sirovich said he 
esteemed Dr. Copeland highly but 
did not share his political beliefs. 

After reassuring the advertisers | 
that no advertising legislation woull¢ 
be enacted that did not have theif 
approval, Representative Sirovich 
spiritedly delivered a tribute to* 
President Roosevelt and administra 
tion chiefs. Mr. Brown, presiding at 
this session, thanked the represen: 
tative for his talk and offer of close. 
cooperation. 

The large number on hand at the 
start of the afternoon session t0 
hear Dr. L. V. Burton, editor of 
Food Industries, discuss probable” 
catastrophes in the food industry” 
which would follow enactment of the 

(Continued on Page 26) 
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The Book the Field Has Long Needed— 


Handbook of | 
Hospital Management 


By Matthew O. Foley 


Editorial Director, ‘Hospital Management” 


q For the first time, under one cover, are 
gathered recommendations and suggestions of 
associations and agencies relating to principles 
and practices of hospital organization and opera- | 
tion, including board, administrative, staff, 
departmental relationships, service and statisti- 


@ Matthew O. Foley is the dean 
of hospital editors; founder of Na- 
tional Hospital Day (the trustees 
of the American Hospital Associa- 
tion voted him a special certificate 
of appreciation for his establish- 
ment of National Hospital Day); 
participant in programs from Van- 
couver to the Carolinas, Boston to 


cal definitions, and outlines of scope of responsi- 
Los Angeles; editor of “Hospital bilities and rights of trustees, auxiliary board 
Management” for nearly 14 years, members, administrative personnel and _ staff 
during which time he has advised 

hundreds of trustees, administra- members. 

om ont = age Sa € Thirteen years’ intimate contact with associa- 
practical p of hospital or- 
ganization and administration. 


tions and authorities, inspection of more than 
400 hospitals in the United States and Canada, 
and a careful perusal and digest of more than | 
200 reports, manuals, transactions, committee 
findings, hospital constitutions, rules and resolu- 
tions are the basis of this extremely practical 


Order your copies peer 


today. Price $1.00 
Postpaid. 


q Fer Trustees. Auxiliary Board 
Members, Staff Members. as well as 
for Superintendents and Executives. 


Hospital Management 


| 537 South Dearborn Street, Chicago, Ill. 


This Ad in HosprraL MANAGEMENT 
Has Produced 375 Cash Orders! 


Of course, there’s a catch in it—we may as well admit that at 
once, before you detect it. 

The little book advertised was written by Matthew O. Foley, 
the magazine’s famous editorial director, who has been on the job 
for thirteen years, acquiring experience, friends, ripeness, author- 
ity. These are embodied in the little handbook which he has pub- 
lished—hence the demand for it. 


But they are also embodied in the magazine which he directs, © 


are shown in its editorial quality, and produce an appeal to hos- 
pital executives which gives HOSPITAL MANAGEMENT the 
highest renewal percentage in the field—73.44. That ought to go 
with the work of the leading editor in the field; and it does. 

A recent survey, not made for HOSPITAL MANAGEMENT, 
indicates the truth of our suggestion that our specialized circulation 


among executives produces effective contact with as many different 


institutions as does a much larger circulation not so specialized. The 


figures are (HOSPITAL MANAGEMENT'S first) 69 to 77; the 
page rates are $90 to $138. Are you good at adjusting proportions? 

The general hospital field alone is receiving actual cash from 
patients at the rate of over $34,000,000 every month, or $412,000,000 
a year! It is receiving Federal funds for building purposes. It fur- 
nishes a market which will be there, day by day, regardless of what 
happens, and a market which buys an infinite variety of things. 

HOSPITAL MANAGEMENT offers you effective, thor- 
ough, economical and authoritative contact with this market, 
giving you with your advertising, without additional cost, direc- 
tory, bulletin and supplementary services to help you get business. 

If this doesn’t fit into careful budgets and a demand for the 
best value for your money, we’re wrong. 

If it does, and you don’t use it, you're wrong. 

Let’s talk it over. 


HOSPITAL MANAGEMENT 


A. B.C.—A. B. P.—N. R.A. 


537 South Dearborn Street 
Chicago 


330 West 42nd Street 
New York 
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TUGWELL BILL 
MAIN TOPIC AT 
A.N.A. MEETING 


(Continued from Page 24) 
Tugwell draft indicated that, though 
apprehension might have diminished, 
interest ran as high as ever. Mr. 
Jones presided at this meeting. 

The next speaker was Jesse H. 
Jones, chairman of the R.F.C., who, 
having stopped at the White House 
on the way out, had been charged 
by President Roosevelt to present 
his compliments to the gathering. 

Before beginning a resumé of gov- 


N ever 
Reany 
Piitermed 


While the last three years have wrought 
havoc in many industries the baking in- 


is a necessity-producing industry, 
people still eat the staff of life. 


Reach the buying power in this second 
largest of all industries through 
BAKERS’ HELPER. 

subscribed for strictly on its merits, never 
with premiums. Census figures show that 
7,775. bakers do 90.6% of the business. 
Reach these industry leaders through 
BAKERS’ HELPER. 


and 


Send for a copy, of “Baking Industry 


Facts and Figures. 


J 


HELPER 


"h MAGAZINE ¥ BAKERY PRACTICE = MANAGEMENT 


Helping Bakers Since 1887 
330 South Wells Street iy 


Chicago, Illinois 


This publication is | 


. . 
'ernmental activities designed to im- 
prove business, Mr. Jones touched 
briefly on copy. 


“Advertising can be honest, yet 
enthusiastic and entertaining,” he 
|said. “It is the advertiser’s right to 
|attract attention and excite imagina- 
|tion. No single form of business ac- 
| tivity is entitled to a more important 
|}place in the recovery program than 
advertising.” 


Many Questions 


| Judging from the questions and 
| discussion which followed Mr. Jones’ 
|talk, the advertisers are impressed 
| aad encouraged by efforts being 
| made through the R.F.C. to refinance 
}home owners and small businesses 
‘and unfreeze credits and bank de- 
posits. 

| David Stern, editor and publisher 
lof the Philadelphia Record, pre- 


—.|\sented a brief for “pig iron,” which 


in newspaper jargon means serious, 
factual articles commonly believed 
|to be either uninteresting or wholly 
jincomprehensible to the average 
| reader. 


| He argued that “pig iron” is read 
and appreciated when the subject 
matter touches upon the interests of 
‘readers, introduced evidence’ to 
|prove the point and then drew an 
analogy between editorial pig iron 
and advertisements of a _ similar 
|character which flatter, or recognize, 


dustry was Never Really Alarmed. Baking the intelligence of the consumer and 


| Satisty his desire for facts. The 
|theory popular with copywriters that 
| they must write down to the con- 
sumer has done advertising untold 
|harm, he said. 


George Peek in Wind-up 


Stanley R. Latshaw, the Butterick 
Company, president of the Periodical 
Publishers Institute, asked if there 
were any features of the periodical 
|code on which members would like 
an explanation and expressed the 
willingness of his group to cooperate 
with the A.N.A. on all code matters. 
Also relative to all codes, he sug- 


| 


Specialists in Sales Promotion of 
549 W. Washington St. 


THE FENSHOLT COMPANY 
ADVERTISING 


Electrical & Mechanical Products 
Chicago, III. 


your daily newspaper. 


tion every week ! 


Don’t Borrow—Read Your Own 
Copy of Advertising Age! 


Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 
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gested that full cooperation be ex- 
tended to the NRA consumers ad- 
visory board. 

The last speaker at the conven- 
tion was Geo. N. Peek, director of 
the AAA, who followed Mr. Latshaw 
Thursday afternoon. His talk was 
off the record, but lack of comment 


indicated nothing sensational had 
been said. 
The convention closed with a 


speakerless banquet featured by a 
splendid entertainment through the 
courtesy of the Columbia Broadcast- 
ing System. Glad of a chance to 
relax after three busy days and two 
equally busy nights, members and 
their guests thoroughly enjoyed the 
diversion. 


HOTEL MEN GIVE 
ROUSING CHEER 
FOR DISTILLERS 


Annual Show Is ‘‘Business- 
Getting Celebration’’ 


New York, Nov. 16.—The eight- 
eenth annual National Hotel Exposi- 
tion here this week with an attend- 
ance said to be 20,000 a day, turned 
out to be a rousing, business-getting 


| celebration of the end of the eight- 
| eenth amendment. 


As the first trade event for many 
years in which legitimate liquor in- 
terests were able to make new busi- 
ness contacts, it brought feverish 
competition not only among distil- 
lers, wine people and importers but 
also among these and the large 
brewers. 

The show brought out the fact that 
hotel owners are going to fight rack- 
eteers who rent rooms and hang up 
a hotel shingle to get the benefit of 
lower liquor licenses rates. 

Several liquor houses made their 
formal bows in newspaper space dur- 
ing the week. Only one company 
which had _ previously advertised 
hard liquor this fall, National Dis- 
tillers Products Corporation, came in 
with a follow-up advertisement. 


See More Hotel Advertising 


Hotel men regard the return of 
hard liquors as holding far greater 
sales potentialities than did the re- 
turn of 3.2 beer. Sentiment expressed 
at the show indicated that a siz- 
able increase in hotel advertising 
will result from repeal. 

This advertising will sell not only 
hotel dinner and party services but 
also more rooms to party goers who 
prefer to establish themselves at the 
hostelry before and after the party. 
Its effect is also expected to attract 
more custom from traveling men. 

Displayed at some of the booths 
were illustrations which were fa- 
mous before prohibition and are ex- 
pected to figure largely in future 


outdoor, newspaper and magazine 
advertising. 
Advertising executives say old 


liquor companies will rely to a great 
extent on these illustrations, accom- 
panied by their slogans. In the booth 
of Schenley Distillers Corporation, 
three of these illustrations and slo- 
gans were shown. 

To illustrate there is the copy of 
“The Spirit of ’76” and the slogan, 
“Born with the Republic,” of Jas E. 
Pepper rye and bourbon. 

Another such combination is the 
“Good Mixers Since 1857” slogan of 
John Morgan and the trio of laugh- 
ing, silk-topped gentlemen who once 
advertised the three Morgan mixing 
beverages. This firm will also handle 
William Grant & Sons, Ltd., Glas- 
gow, whisky. L. D. Wertheimer is 
in charge of the account. 

John H. McCunn, active in the 
liquor business since 1885, has been 
appointed special sales representa- 
tive for the Schenley Distillers Cor- 
poration, W. T. Palmer, general sales 
manager, announced. 

The announcement of a contract 
between Schenley Wine & Spirit 
Corporation and Compagnia Ron Ba- 
cardi, S. A., whereby Schenley will 
be exclusive distributor of Bacardi 


rum in all but several Pacific coast 
states, was made during the past 
week. 

Fletcher & Ellis, Inc., was ap- 
pointed to handle United States ad- 
vertising of Gooderham & Worts, 
Ltd., distillers, Toronto. 

Amos Parrish & Co., advertising 
agent for International Wine Cel- 
lars, Inc., placed the company’s first 
post repeal copy, a 600-line adver- 
tisement announcing Heidsieck 
champagne. 
tisement in the New York Times. 
schedule is being prepared. 

Benton & Bowles, Inc., was ap- 
pointed by P. Ballantine & Sons, Inc., 
Newark brewers of ale and beer, 
whose malt syrup and Exsize adver- 
tising is also handled by the agency. 
Well known before prohibition, Bal- 
lantine did not re-enter the business 
when 3.2 beer was legalized, prefer- 
ring to await complete repeal. 


A 


Offers Whisky Warrants 


Firestone Advertising Service is 
handling the account of the National 
Beer & Wine Importers, Inc., whose 
featured import will be Kilty Scotch 
whisky, product of J. G. Turney & 
Son, Ltd., Glasgow. A unique fea- 
ture of the financing of this company 
is the offer of a warrant with every 
set of two class A and one class B 
shares, this warrant being exchange- 
able for warehouse receipts for one 
case of 12 fifths of 12-year old 
whisky. 

First advertising of this importer 
occupied 2,000 lines in the Times, 
listing various vintages as well as 
Kilty whisky. 

National Distillers Products Cor- 
poration’s second advertisement, 
done in a style similar to the first 
some ten days ago pleading for pub- 
lic support of their temperance pol- 
icy, appeared in a number of New 
York papers during the week. It, too, 
was strictly institutional and was de- 
voted to building a following for the 
National Distillers’ emblem which 
will be used for family identity of its 
many brands. Space used was 1,500 
lines. 

Trinidad Products Corporation, 
sales agent for Angostura dry gin, 
Siegert’s rum and Carypton, placed 
its first copy in the Herald Tribune. 
using 700 lines. 

An open letter was addressed to 
Chairman Edward P. Mulrooney, of 
the alcoholic beverage control board 
of New York, by the American Store 
Equipment Corporation, making use 
of the excitement attendant to an- 
nouncement of New York state 
liquor regulations barring serving at 
bars after repeal. Its message, oc- 
cupying about 750 lines in the Times. 
pointed out that “environment and 
atmosphere are and always will be 


the supreme essentials’ whether 
drinks are taken standing or sit- 
ting. 

Several small distributor adver- 


tisements, ranging in size from 56 to 
200 lines, were used during the week 
by other importers and distillers, 
most of whom say they have not yet 
laid plans for further advertising. 

Of these advertisers, Picker-Linz 
Importers, Inc., have appointed Biow 
Company and Harrisburg Distilling 
Company has named Wm. H. Rankin 
Company. 


Art Lectures to 


Induce Cooperation 


In a series of five meetings spon- 
sored by the Art Directors Club at 
the lecture hall of J. Walter Thomp- 
son Company, New York, “How to 
Cooperate With the Art Director” 
will be discussed from various view- 
points. 

The list of speakers includes Dr. 
M. F. Agha, Condé Nast Publica- 
tions; Henry Quinan, Woman's Home 
Companion; Ray M. Schmitz, Gen- 
eral Foods Corporation; Morris L. 
Rosenblum, Abraham & Straus; EI- 
wood Whitney, J. Walter Thompson 
Company; Burt Vaughn Flannery, 
Young & Rubicam; 

Donald R. Dohner, Westinghouse 
Electric & Mfg. Company; Frederick 
J. Kieseler; Byron Musser, and Na- 
thaniel Pousette-Dart. 


Gedge With Agency 
Thomas K. Gedge, formerly with 
College Humor and the Chicago Her- 
ald and Examiner. has joined the 
service detail department of Erwin, 


| Wasey & Co., New York. 


This was a trial adver-}__ 


Classified | 


Advertising 


The rate for this department is 4 
cents a line (not agate line); mini 
mum, $2 


POSITIONS WANTED 
ARTIST: Young woman, specializ 
ing in figure work in all media, de 
sires steady position with agency q@ 
studio. Reasonable salary. Box 410" 
ApVERTISING AGE, New York. 7 


HELP WANTED 
WE WANT A WIDE ‘aora| 


YOUNG MAN tto handle editorial) 
work on a well known business pub 
lication. Newspaper and _ busines 
paper experience, speed and accu. 
acy more important than fine writ 
ing. Position is in Chicago. Replies 
giving complete details of experi} 
ence, salary expected, etc., will be’ 
held in strict confidence. Box 40§) 
ADVERTISING AGE, Chicago. 


—= I 


__ SPACE TO RENT 
“Part of well furnished ani 
equipped office—Room 412—415 Lex 
ington Ave., New York. Ideal for 
publisher’s representative or similar 
business. Box 409, ADVERTISING Acp 
New York. 


A National Candy Manu- 
facturer reports a 200% 
Dealer Increase as a result 
of a 7 day concentrated 
"Sampling" campaign in 
four pre-determined market 
areas. 


Big 4 Advertising Car- 
riers prepared and exe- 
cuted this campaign. 


Manufacturers desirous 
of reaching Chicago 
homes through Direct- 
to-the-Home distribution 
of advertising literature 
or samples will be fur- 
nished full information 
without obligation. 


BIG 4 ADVERTISING} 
CARRIERS | 


° 


20 EAST 8* ST. CHICAGO 


3,396,309 
100% 
VOLUNTARY 
PROSPECTS 


of which 1,626,203 
are adults. The 
balance are young 


women. 

The only effective 
and _ economical 
system for covering the Home Economics 
field thoroughly. 


HOME MAKERS EDUCATIONAL SERVICE 
Gerald B. Wadsworth, Director 
Freeport New York 


need this: 
écono-print 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


—_—_— 
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Do they read Advertising Age? 
Here's the Answer! 


The advertisement to which Mr. Mangan refers was published 
by Collins, Miller & Hutchins, Inc., as part of their popular 
series, “Free Speech for Copywriters”. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


CALLED NEWEST IDEA IN SEMI-SPECTACULAR DISPLAYS 


NEW DISEASE APPEARS ON HORIZON 


TRUE CAUSE OF 
DRY OR OILY SKIN 
ENLARGED PORES 
AND BLACKHEADS 


1 CAN’T BREATHE! 
\ HELP! GIVE ME AIR} 
I'M SUFFOCATING! 


Illustration from current advertising in national magazines of Lady 
Esther Company, in which the ailment long identified with Lady 
Esther radio programs makes its first appearance in the public prints. 


ARTISTS TALK OVER THEIR PROBLEMS 


MN 
iy 
me! 


ma. 


‘ 


"Cosmopolitan" gave a tea for its illustrators in connection with their 
exhibition at Grand Central Gallery, New York. Posing here for their 
pictures are, left to right, John LaGatta, Clayton Knight, James 
Montgomery Flagg, Mead Schaeffer, and Harold Von Schmidt. 
On the floor are Wallace Morgan and Carl Mueller. Dean Cornwall 

was there, too, but he didn't get into the picture. 


DEMONSTRATES FLOATING POWER 


JOUNTINGS COMMU . 
UN TING * 


any, 
) 
= 
ss 


——— : 


idee ile dilate: and i wolued for all Chrysler units by 
Animated Advertising Displays, to show the advantages of floating 
power. The left hand car has a portion of the radiator cut away, 
exposing the vibrating engine, while the “car itself remains sta- 
tionary. The car on the right vibrates continuously. 


Bla 


All of the illumination for this outdoor bulletin waited in Cleveland by Central Outdoor Advertising Com 
pany is of the indirect type, combined with floodlighting. The indirect lighting is obtained by the use of 


reflectors which hold lamps of various colors. 
combinations of the colored indirect lighting and the floodlighting. 


EXPANDS ACTIVITIES 


| NEVER worry 
ABOUT '8.0:_ THANKS 
TO LIFEBUOY soap 


The "tamper-proof" bathing girl 
appearing in Lifebuoy subway and 

ae posters for some time has 
invaded the point of sale through 
the medium of this lithographed 
three-foot cut-out. Originally se- 
lected to foil the cut-ups who make 
a pastime of defacing posters, ihe 
lithography is the work of Stephens 
Kindred & Co. Ruthrauff & Ryan, 

Inc., is the agency. 


The dishtowel introduced as a pre- 
mium for Silver Dust a year and a 
half ago by Gold Dust Corpora- 
tion, New York, is as important as 
ever in the merchandising plan, 
judging from a new window and 
counter display released last week. 
It was designed and produced by 
Offset Gravure Corporation. 


» | 


Unusual effects are secured through the rotation of varioug 


f 
NEW TYPE POSTER AIDS SAFETY DRIVE 


One of the unusual posters used rom tiees by the New Jersey 

Department of Motor Vehicles in its safety campaign. This particular 

display, the work of R. C. Maxwell Company, is placed on wire mesh, 

thus eliminating background, wind-load, and the need for back 
braces. It is 10 by 40 feet. 


. “Wise we des “B & M Beans are the eral Boston kind, made 
the way our grandmas have baked them since 
of the Pilgrims. They're put un old: 
bean por and baked all day to make 

ms Even Ma 4 says B& M Beans 


ee ut ¢ —— > ti nye od 


s. | hated the th wight of th 
aus precy ptoees never (ta as good a3 home-made. Jusc 
try praca ih Bt own Bread and see why 
ws Joi nesport folks love “em.” 


SETH PARKER 
SAILS FOR 
FPORLIGN PORTS 
Soth Parser the Beteved 
rural plaloapher 


fog § 


. MA PARKER says: “Send tor FREE packet 
og. Of Our DOWN EAST Recipes” 
Ma Parker ave: “Ay Told Lizaie, 

w ok 


Fer ez sf 
4 fees 2 


be tee 


- aud [or Aa 
{ feam, 
Sethe. 
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4 BAKED BEANS 


SAKED in OPEN vors 1M BRICK OVENS « 


Seth pry who in ‘a sail’ is Philips Lord, sails for a world cruis# 
next week, at about the same time that this advertisement fol 
Burnham & Morrill Company will appear in the Nov. 25 issue @ 
"Saturday Evening Post." It is the first black and white bleed pag 

ever to appear in that publication. (Story on Page 20). 


7 ee cee 
iE oo ee 
ee “ 
— _ ‘ ig 
7 ~ ) | | Ay | i 
7 4 ae 9 3} es -: 
ie | OOMOn |" 
a ia bs a " - i “ q 
" ‘ . ’ } ao anes TT a TT TE b 
si we a si , : 4 nen nae ner naman ae 
Re a a wan ‘ : s cy i> YS ae + P i cas a 
» i As . a ee 4 ‘ ee 3s eee to th i es a Pe ese ee 
ae a es . 3 | © | i , . oe a @ Wie 
ae ee oo a ae i aM od oem: i aa i iA Gee 
Palit 3 eC hela Stet . . 4 . . ich as Be! ah BF eA late le 
ae _ i ae ; WILL MAKE YOu aad ea ek | aes 
ae, XO SS 2 % R HOME ae ieee 
> ee = - 7 ow aE ile Eo CuslacR. (of. = pie Ss nn Rg teem : ame ti ti i a Be 
ma Ke . XN . aS 5 Fics “ye Bee | RY “ _ . Anak 12 fe > y TW T2 Peet ain te ie os >? it a * ie i ‘ me re 
¢ fe fe - » a a sc Sa o* y 8 2 opel ee ere TRS > SY AeA . apd Trp. Ey dae ae a 
3 ab a Sy a 3 . — ae ; ‘ “it ‘ w SR A SERN RU A Oe em eS RO on Fe en " al . i ne = a a 3 
7 if Pas * ai oe ass 2 “! r Re a SE" . 107 <6 oa sao tee ‘ 
a ne ae 
ity pres ° P rs $ 
Ree ss 8 Re a) ee a 
ee i - 
er eS 
| | | 
ee i | i 
e a ‘ellie eee ; 
pie ede — ee — is | ae i = Pig ce ; ’ i 
‘ EE ~~ . ; ga i sg ” ‘ | 
em | ° p | : een ‘ ae 7 = ae 3 Se te, oe ” a G : . . ps: ia Seal 
ne " | ies, RAS ; : m 7 a WT 
iene » by  f i peers: J } t Soe | ii a 
a = 3 : : ae ; ‘ y ihe, ee a | 
: - e _ Pes * 4 a ‘ | «| . : ~« ee : AWORSE THE ACCIDENT ea . “a | ga 
Sees : ' | ~ te | eee ee (ee + : ¥ 32 [= tiase “4 ; 
™ ~ { 2M . i i yr ti des id 3 - a : in ae . « = - a nate Re! Ee nf ce 
| i Lit | OS a ee ee 
sia | oa er", A* - a ee oe a Re” Bhs. Bp aii -. ey ea SE ae ene 
ao . ia 2 4 ce is 4: sheen . — a Be Ne i Fe. we ge a ge ? ‘ f 
ae as "he =. i ae FO iter: gk ire ag ees 
ea i ri’ Fm ie » E » | ’ ‘ re eo git | Ye S SE Fay x Ege i aS ~< ~ - wil. oh ee - | - 
m “_t 4} eer af 7 ae oe se E Reese shee tach vim ae ee a ee wo ie SMEs | eas: 
: —— (l ; FE ee fe hes foe et + hae et fakes Pe atte eeukos | See 
> Va a ie: 4 Buoy a RON ere ee 6 TR park nae nae — 
a, _ - 7 ~ re 5. ae FAUry ii | a a 
err. | ss | a ee > Fi > 2 
ae, a a ‘ = ee | ry a 
oe. tee. 2 a. ' - , ‘ fm CRS ae ae 
ta q a Fie, 4 é 2 Te rae fan 
: Pa 4 Raa “ iP ‘Wa : ch oo af , : a | ss . a iia) 
} = 4 ae bee: .. B SG aa 
See ie ¢ a ty 4 ei ai Ee a porn : * ’ igh 
sess - Py. a ex e° ween ee 
mee - ) asia SETH PARKER TELLS MERITS OF BEANS | (J 
: ee ‘ ‘ ee OS may 
pias : ee . et 4] 2a Shoe 
nee a Ze mY, 2k,: ee 
; feet No ¢ ae * 
“SS a uaF: see 7 . ie ae sta 
3 7 f Z - 4 ty % : = ie By i ae 
n 4 a “5 eae a 
: page Seth Parker will follow f ce: ° |. Ee : 
: ——_ on Dis cruise around the wortd j . F a Pa 
ie | | “ sim ; 5 Se a aeer ie — Ad Be 
is ce 2 if 
: NG Pp = FREE, | SETH PARKER c=. Ce 
a 2 ENOINE MOUNTING 5 | 18X36 Pat DISH : ; beard be wai really gaimy eromnd the warid ; peta 
ee | ge ee 4 5 ee uae: 
Bie: | steigpelaad i7 SAVER ’ * an “wh t thi d . sie 
pie * marae * | - = at this round world needs is good square meals’ |} iam 
ne ALL ENGINE VIBRATION — | = ae | a ro 
: INDESCRIBABLE SMOOTHNESS = sega 4 | vs ‘ ae 
ileal wigs | Ee = ved Mes 
Be 7 , ae ae | | Nad <x 
ore ae : 7 q | Joon ote re pre Popo 4 gn frvends «0 goad vki-fashiowed cook’ 
i j ¢* : F = nae. é | | i adk ain cacoheip bas tina - fn somn ut thea kings and princesses cx 4 
$ A : . ‘ } } | a. en vith @ sears supply s and Brown bread ust he the folks * Jodesporr © t 4 
‘ 4 > f ‘ , AG | oh 8A Baka ee ho Wn 2 Brom 2 so See, me “an Sate Bs <n i om } 
, j a | 7% | oa seb rd brag ta pteeyonn, A oesiagh hw be os a wity pork, and spicy hrowe =f 3 
Ee és Pe a phe cc a ~ g) | | be “rs — a my C . new, he nme +s - Aed Pm cook enough ’ 
ee I Z| ar | quess aheard the | Sech Portas’ will be OAmrm om vee mae taww chry've cvalty ewe Rakes 
a : & iti a ‘f | : * Bre : ‘ | Sichded by sasely, Nelehinn = oree moe fmciane way Bar bape — B & M Beans are offering a fret 
be p ee S i 4 Py aS ey a Ww Sy Mal she coupes Beton. Theres a fore pahay weiew 
w we -, ‘ge: HY 4 ger y, “ Me. 
ae os / ¢ SILVER SILVE | [ASS A cae ene oneal 
/ A | | *8DUST) ‘DUST>* Are see AG ——— 
ih us - *s hihead deed wit seve ‘¢. i Fea) ployee we eye vere a 
earn the STARTLING DIFFERENCE by a ride | | ime NEW WHITE SUDSY por | pete : . onesie 
x s — 1 U 
ee 
| 
- ee 
‘gt es oh : IER Sie — ae ec oe ee Say reas Fe tha Oe a bi uals ee BS it aR 9 = meee feo he aerial 
_ *_ gh ‘ lag 2? te hain Heim : ; Say Ry SERIE ae we gia tee eee es er : Rae eis Bibi. piel uy De Patna, SNe ee 8 Pe eee a Plea ee rd ae Se 
Pega OOS SR Sat eS ng ete ee eae Lh ES eee Nee ia es Pee Cae ee oa ee ae pon mrs 
Re ae err th ATT ogg eee 2 eeu Satae arg EER eM NE Ce reece Pocpirc: SORE rem taper <o. SaaS: (Seed sa As ale ot Sei Ne aa ee 
eae rp ssh ee re ae en ee a ee sting ee arc ee ig esac [ae Ce Ee See ee Sere 
en he ee ee SGT.) | aie ea We eer eee lies sos > Ce. ee i Teena =e ree or eae seh S loins Ee one ee 
PEE ogg on ee ma ga Ty fa einige eg «ke 
Se ee oe Ng cgi estes a 


